E-loyalty : its antecedents, implications and differences between developing and developed countries by Ponirin,
Southern Cross University
ePublications@SCU
Theses
2011
E-loyalty : its antecedents, implications and
differences between developing and developed
countries
Ponirin
Southern Cross University
ePublications@SCU is an electronic repository administered by Southern Cross University Library. Its goal is to capture and preserve the intellectual
output of Southern Cross University authors and researchers, and to increase visibility and impact through open access to researchers around the
world. For further information please contact epubs@scu.edu.au.
Publication details
Ponirin, 2011, 'E-loyalty : its antecedents, implications and differences between developing and developed countries', PhD thesis,
Southern Cross University, Lismore, NSW.
Copyright Ponirin 2011
  
THESIS 
 
E-Loyalty: Its Antecedents, Implications 
and Differences between Developing and 
Developed Countries 
 
 
 
By 
P O N I R I N 
 
 
 
A THESIS SUBMITTED IN FULFILMENT OF THE 
REQUIREMENT FOR THE AWARD OF THE DEGREE OF 
DOCTOR  OF PHILOSOPHY  
 
 
 
SCU BUSINESS SCHOOL 
SOUTHERN CROSS UNIVERSITY 
DECEMBER 2011 
 i
DECLARATION OF ORIGINALITY 
 
 
I certify the substance of the thesis has not already been submitted for any other degree 
and is not currently being submitted for any other degree. I certify that to the best of my 
knowledge any help received in preparing this thesis, and all the sources use, have been 
acknowledged in the thesis. 
 
 
 
 
      
_______________________ 
P O N I R I N 
  
 ii
ACKNOWLEDGMENTS 
 
Part of this thesis has been published in conference proceedings: 
No Title Authors Conference 
1 Modelling the Complexity of e-Loyalty: 
The Role of e-Value, e-Trust, e-
Satisfaction, and e-Commitment 
Ponirin & Tania 
von der Heidt 
Australia and New 
Zealand Marketing 
Academy Conference 
(ANZMAC) 2011 – Perth, 
Australia.  
Best Paper Award in three 
combined tracks namely: 
Track 17. Food and 
Beverage Marketing, 
Track 23. E-Marketing, 
and Track 18. Supply 
Chain Management, 
Logistics and E-Business.  
2 E-Loyalty: Its Antecedents, 
Implications, and Differences between 
Developed and Developing Countries 
Ponirin, Donald 
R. Scott, & 
Tania von der 
Heidt 
Academy of Marketing 
Science the 2010 Cultural 
Perspective in Marketing  
Conference – Lille France 
 iii
PREFACE 
 
First of all I would like to extend my appreciation and my debt of gratitude for the 
outstanding assistance of my supervisors Emeritus Professor Donald R. Scott and Dr 
Tania von der Heidt. Their overwhelming support, generous assistance, guidance, and 
substantial patience made this Ph.D thesis possible. 
I am deeply thankful to the Directorate General of Higher Education of the Education 
Ministry of the Republic of Indonesia for providing me with financial support through 
the Overseas Scholarship scheme. I also wish to extend my appreciation to the Rector of 
Tadulako University and the Dean of the Economics Faculty for giving me support to 
achieve a higher education level and also for allowing me to leave my duty at Tadulako 
University during my period of study. 
My appreciation is also given to the Head of the SCU Business School and all 
employees for their hospitality and remarkable ongoing support ever since my first time 
at the school. Thank you to all my office mates Ferdinandus Sampe, Tumpal Sitorus, 
and Alphonse K. Malipu, it has been a great pleasure to have your company. 
Thank you so much to my family, my mother, my brothers and my sister for your 
support and encouragement throughout my education. A special thank you to my wife 
Veronica Talantan and my beloved daughters Claudia Ramadhiani Wilandari and 
Jasmine Aryanti Retnoningrum who have always provided me with cherished love, 
psychological encouragement, and marvellous motivation to pursue this achievement. 
 
 
 iv
ABSTRACT 
 
Research in e-loyalty has been carried out for at least a decade and has paralleled a 
major growth in online stores. However, none of these studies have provided a complete 
answer to e-loyalty, how it is created and its level of complexity. Most current studies of 
e-loyalty were conducted in developed countries such as USA, European countries, and 
Australia. But only a few studies have been carried out in developing countries such as 
Korea and India. Most of these studies have only examined e-loyalty on the basis of a 
single country study, and a study that has compared e-loyalty between countries in 
different stages of development has been very rare. This study has comprehensively 
examined e-loyalty and compared it between Indonesia as an exemplar of a developing 
country and Australia as an exemplar of a developed country.  
The objectives of this study firstly to examine the nature of the interrelationships 
between the constructs influencing e-loyalty, and secondly to investigate whether there 
are any differences in the interrelationships between these constructs and their 
associations with e-loyalty between developing and developed countries. In order to 
fulfill these objectives, data from from 387 Indonesian and 222 Australian online 
customers were gathered.  
Analysis of the data was carried out using the SPSS statistical package and the Amos 
Structural Equations Modelling package to develop parsimonious valid and reliable 
constructs measuring e-security, e-service quality, perceived e-value, e-satisfaction, e-
trust, e-commitment, and e-loyalty. The inter-relationships between these constructs 
were then tested in a structural model of e-loyalty and by using multi group analysis, the 
structural model of e-loyalty was compared between Indonesia as a developing country 
and Australia as a developed country. 
This study revealed that e-security, e-service quality, perceived e-value, e-satisfaction, 
e-trust, and e-commitment directly and indirectly influence e-loyalty. In a developing 
country from 14 hypotheses there were 11 hypotheses were supported (three of them 
were not supported). Meanwhile in a developed country there were 10 hypotheses that 
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were supported and four of them were not supported. This study also found that e-
security was a distinct independent factor that significantly influenced e-service quality 
in both developing and developed countries. Apart from the 14 proposed hypotheses, 
the model revealed a significant relationship between e-security and perceived e-value 
in Indonesia as a developing country. However, there was no evidence of a significant 
relationship between these factors in a developed country (Australia).    
Further findings arising from a multi-group analysis of the e-loyalty model, indicated 
that the interrelationship between the constructs influencing e-loyalty differed between 
developing and developed countries. This finding supported a research hypothesis and 
identified the differences in online customer behavior between customers in developing 
and developed countries.  
 vi
TABLE OF CONTENTS 
 
DECLARATION OF ORIGINALITY .............................................................................. i 
ABSTRACT ..................................................................................................................... iv 
CHAPTER 1 -  INTRODUCTION ................................................................................... 1 
1.1. Introduction ................................................................................................................ 1 
1.2. Background to the research ........................................................................................ 3 
1.3. Research issues........................................................................................................... 7 
1.3.1. Research problem ................................................................................................ 8 
1.3.2. Research objectives ............................................................................................. 9 
1.3.3. Research questions and hypotheses .................................................................... 9 
1.4. Justification for the research .................................................................................... 12 
1.5. Theoretical framework ............................................................................................. 14 
1.6. Methodology ............................................................................................................ 15 
1.7. Delimitations ............................................................................................................ 16 
1.8. Thesis outline ........................................................................................................... 17 
1.9 Conclusions ............................................................................................................... 19 
CHAPTER 2 - CONCEPTS AND DEFINITIONS ........................................................ 20 
2.1. Introduction .............................................................................................................. 20 
2.2. E-Tailing .................................................................................................................. 22 
 vii
2.2.1 E-commerce ....................................................................................................... 22 
2.2.2 E-tailing .............................................................................................................. 23 
2.3. E-Loyalty.................................................................................................................. 25 
2.3.1. Concept of loyalty ............................................................................................. 25 
2.3.2. Concept of e-Loyalty ........................................................................................ 31 
2.4. E-Service Quality ..................................................................................................... 32 
2.4.1. Concept of service quality ................................................................................. 32 
2.4.2. Concept of e-service quality ............................................................................. 39 
2.5. Perceived e-value ..................................................................................................... 41 
2.5.1 The concept of perceived value.......................................................................... 42 
2.5.2 Concept of perceived e-value ............................................................................. 45 
2.6. E-Satisfaction ........................................................................................................... 46 
2.6.1. The concept of satisfaction ............................................................................... 47 
2.6.2. The concept of e-satisfaction ............................................................................ 49 
2.7. E-Security ................................................................................................................. 50 
2.8. E-Commitment ......................................................................................................... 52 
2.8.1. The concept of Commitment ............................................................................. 52 
2.8.2. Concept of e-commitment ................................................................................. 53 
2.9. E-Trust ..................................................................................................................... 54 
2.9.1. The concept of Trust ......................................................................................... 54 
 viii
2.9.2 The concept of e-trust ........................................................................................ 55 
2.10. Conclusion ............................................................................................................. 58 
CHAPTER 3 - LITERATURE REVIEWS - RESEARCH MODEL ............................. 59 
3.1. Introduction .............................................................................................................. 59 
3.2. Research problem ..................................................................................................... 60 
3.3. Research objectives .................................................................................................. 60 
3.4. Research questions and hypotheses ......................................................................... 61 
3.4.1 Examining the nature of the interrelationships between the factors 
influencing e-loyalty ................................................................................................... 61 
3.4.1.1 The relationship between e-service quality and e-satisfaction .................... 61 
3.4.1.2 The relationship between e-service quality and e-loyalty ........................... 64 
3.4.1.3 The relationship between e-service quality and e-trust ............................... 67 
3.4.1.4 The relationship between e-service quality and perceived e-value ............. 68 
3.4.1.5 The relationship between e-security and e-service quality ......................... 70 
3.4.1.6 The relationship between e-security and e-trust.......................................... 72 
3.4.1.7 The relationship between perceived e-value and e-trust ............................. 74 
3.4.1.8 The relationship between perceived e-value and e-satisfaction .................. 75 
3.4.1.9 The relationship between perceived e-value and e-commitment ................ 77 
3.4.1.10 The relationship between e-satisfaction and e-loyalty .............................. 79 
3.4.1.11 The relationship between e-satisfaction and e-trust .................................. 81 
3.4.1.12 The relationship between e-trust and e-loyalty ......................................... 82 
 ix
3.4.1.13 The relationship between e-trust and e-commitment ................................ 85 
3.4.1.14 The relationship between e-commitment and e-loyalty ............................ 87 
3.4.2 Investigating the differences in the interrelationships between constructs 
influencing e-loyalty in developing and developed counties ...................................... 88 
3.5. Conceptual model..................................................................................................... 89 
3.6. Conclusion ............................................................................................................... 90 
CHAPTER 4 - LITERATURE REVIEW – MODEL CONSTRUCT DIMENSIONS .. 92 
4.1. Introduction .............................................................................................................. 92 
4.2. E-Loyalty construct indicators ................................................................................. 93 
4.3. E-service quality construct indicators ...................................................................... 99 
4.3.1. The Web Site Quality Group of Research....................................................... 100 
4.3.2. Online Service Quality Research Group ......................................................... 106 
4.3.2.1. E-service quality....................................................................................... 106 
4.3.2.2. Perceived e-Service Quality PeSQ ........................................................... 108 
4.3.2.3. e-TransQual .............................................................................................. 110 
4.3.2.4. e-TailQuality ............................................................................................ 111 
4.3.2.5. E-S-Qual ................................................................................................... 113 
4.4. E-security construct indicators ............................................................................... 117 
4.5. Perceived e-value construct indicators ................................................................... 121 
4.6. E-satisfaction construct indicators ......................................................................... 126 
4.7. E-trust construct indicators .................................................................................... 129 
 x
4.8. E-commitment construct indicators ....................................................................... 135 
4.9. Conclusion ............................................................................................................. 139 
CHAPTER 5 - RESEARCH METHODOLOGY ......................................................... 140 
5.1. Introduction ............................................................................................................ 140 
5.2. Problem discovery and definition .......................................................................... 142 
5.3. Research design ...................................................................................................... 143 
5.3.1. Justification for the research design ................................................................ 143 
5.3.2. Primary research methods ............................................................................... 144 
5.4. Sample design ........................................................................................................ 145 
5.4.1. Target population ............................................................................................ 145 
5.4.2. Sample frame .................................................................................................. 146 
5.4.3. Sampling method ............................................................................................ 146 
5.4.4. Sample size...................................................................................................... 146 
5.4.5. Sample selection.............................................................................................. 147 
5.5. Operational definition ............................................................................................ 147 
5.6. Data collection method .......................................................................................... 151 
5.6.1. Questionnaire instrument ................................................................................ 152 
5.6.2. Pilot study ....................................................................................................... 153 
5.6.3. Validity and Reliability ................................................................................... 154 
5.6.3.1. Validity ..................................................................................................... 154 
 xi
5.6.3.2. Reliability ................................................................................................. 155 
5.6.4 Ethical consideration ........................................................................................ 156 
5.7. Survey administration ............................................................................................ 157 
5.8. Data analysis .......................................................................................................... 157 
5.8.1. Justification of the selected methodology ....................................................... 158 
5.9. Conclusions ............................................................................................................ 158 
CHAPTER 6 - DATA  ANALYSIS – CONSTRUCT MODEL .................................. 159 
6.1. Introduction ............................................................................................................ 159 
6.2. Respondent characteristics ..................................................................................... 160 
6.3. Construct model assessment .................................................................................. 160 
6.4. Conclusions ............................................................................................................ 160 
CHAPTER 7 - DATA ANALYSIS – STRUCTURAL MODEL ................................. 162 
7.1. Introduction ............................................................................................................ 162 
7.2. Structural model assessment .................................................................................. 163 
7.2.1 Preliminary model of e-loyalty ........................................................................ 163 
7.2.2. Final model of e-loyalty for a developing country.......................................... 165 
7.2.3 Final model of e-loyalty for a developed country ............................................ 168 
7.3. Multi group hypothesis testing ............................................................................... 171 
Hypothesis 3: The Interrelationships between the factors influencing e-loyalty differ 
between developing and developed countries. .......................................................... 172 
7.4. Conclusions ............................................................................................................ 175 
 xii
CHAPTER 8 - CONCLUSION AND IMPLICATION ................................................ 176 
8.1. Introduction ............................................................................................................ 176 
8.2. Conclusions ............................................................................................................ 177 
8.2.1 Conclusions – research questions and hypotheses ........................................... 178 
8.2.1.1 Conclusions - the nature of the interrelationships between the constructs 
and e-loyalty in Indonesia, a developing country (hypotheses 1.1 –1.14) ............ 178 
8.2.1.2 Conclusions - the nature of interrelationships between constructs and e-
loyalty in Australia, a developed country (hypotheses 2-1 –2-14) ....................... 182 
8.2.1.3 Conclusions - the difference in the interrelationships among constructs 
between developing and developed countries (hypotheses 3.1) ........................... 186 
8.2.2 Conclusions - research problem ....................................................................... 189 
8.3. Implications ............................................................................................................ 192 
8.3.1 Implications for theory ..................................................................................... 192 
8.3.2 Implications for management ........................................................................... 194 
8.4. Contributions of the thesis ..................................................................................... 195 
8.5. The Limitations of the study .................................................................................. 196 
8.6. Future research opportunities ................................................................................. 196 
8.7. Epilogue ................................................................................................................. 197 
References ..................................................................................................................... 198 
Appendix 1 .................................................................................................................... 215 
Appendix 2 .................................................................................................................... 240 
Appendix 3. ................................................................................................................... 280 
 xiii
Appendix 4. ............................................................................................................... 289 
 xiv
LIST OF FIGURES 
      
Figure 1.1 Structure of Chapter One ................................................................................. 2 
Figure 1.2 Research Objectives and Research Questions ................................................. 9 
Figure 1.3 Theoretical Framework of an e-Loyalty Construct ....................................... 15 
Figure 1.4 Thesis Outline ................................................................................................ 18 
Figure 2.1 Structure of Chapter Two .............................................................................. 21 
Figure 2.2 The Dimensions of Electronic Commerce ..................................................... 23 
Figure 2.2 Loyalty Ladder............................................................................................... 29 
Figure 2.3 Disconfirmations and Expectations Model .................................................... 34 
Figure 2.4 Two Service Quality Dimensions .................................................................. 35 
Figure 2.5 Gaps Model of Service Quality ..................................................................... 37 
Figure 2.6 The Three Component Model of Service Quality ......................................... 38 
Figure 2.7 Matrix of Values and Customer Roles........................................................... 44 
Figure 2.8 Customer Value Hierarchical Model ............................................................. 45 
Figure 3.1 Structure of Chapter Three ............................................................................ 59 
Figure 3.2. Step 1 of e-Loyalty Model Construction ...................................................... 64 
Figure 3.3 Step 2 of e-Loyalty Model Construction ....................................................... 66 
Figure 3.4 Step 3 of e-Loyalty Model Construction ....................................................... 68 
Figure 3.5 Step 4 of e-Loyalty Model Construction ....................................................... 70 
 xv
Figure 3.6 Step 5 of e-Loyalty Model Construction ....................................................... 72 
Figure 3.7 Step 6 of e-Loyalty Model Construction ....................................................... 74 
Figure 3.8 Step 7 of e-Loyalty Model Construction ....................................................... 75 
Figure 3.9 Step 8 of e-Loyalty Model Construction ....................................................... 77 
Figure 3.10 Step 9 of e-Loyalty Model Construction ..................................................... 78 
Figure 3.11 Step 10 of e-Loyalty Model Construction ................................................... 80 
Figure 3.12 Step 11 of e-Loyalty Model Construction ................................................... 82 
Figure 3.13 Step 12 of e-Loyalty Model Construction ................................................... 85 
Figure 3.14 Step 13 of e-Loyalty Model Construction ................................................... 87 
Figure 3.15 Step 14 of e-Loyalty Model Construction ................................................... 88 
Figure 3.16 Integrated Model of e-Loyalty and Its Influencing Measures ..................... 90 
Figure 4.1 Structure of Chapter Four .............................................................................. 93 
Figure 4.2 Transaction Stages and Generated Item Pool .............................................. 111 
Figure 5.1 Structure of the Chapter Five ....................................................................... 141 
Figure 5.2 Research Objectives, Research Questions and Research Problem .............. 142 
Figure 6.1 Structure of Chapter Six .............................................................................. 159 
Figure 7.1 Structure of Chapter Seven .......................................................................... 163 
Figure 7.2 Initial Structural Model................................................................................ 164 
Figure 7.3 Final Structural Model of e-Loyalty for Developing Country..................... 166 
Figure 7.4 Final Structural Model of e-Loyalty for Developed Country ...................... 169 
 xvi
Figure 7.5 Multigroup Analysis .................................................................................... 172 
Figure 8.1 Structure of Chapter Eight ........................................................................... 177 
 
 xvii
LIST OF TABLES 
Table 2.1 Loyalty phases with corresponding vulnerabilities ......................................... 28 
Table 2.2. Definitions used in the thesis ......................................................................... 57 
Table 4.1 E-loyalty measurement as a second order construct ....................................... 95 
Table 4.2 E-loyalty measurement as a first order construct with two and three items ... 96 
Table 4.3 E-loyalty measurement as a first order construct with four items .................. 97 
Table 4.4 E-loyalty measurement as first order construct with five items and more ...... 98 
Table 4.5 Proposed Indicators of the e-loyalty construct ................................................ 99 
Table 4.6 e-S-QUAL dimensions and indicators .......................................................... 114 
Table 4.7 E-RescS-QUAL dimensions and indicators .................................................. 115 
Table 4.8 Proposed Indicators of the e-service quality construct ................................. 116 
Table 4.9 E-security with three items ........................................................................... 117 
Table 4.10 E-security with four indicators .................................................................... 118 
Table 4.11 E-security with five indicators .................................................................... 119 
Table 4.12 E-security with eight indicators .................................................................. 120 
Table 4.13 Proposed Indicators of the e-security construct .......................................... 121 
Table 4.14 Perceived e-value measurement as a first order construct with three 
indicators ....................................................................................................................... 122 
Table 4.15 Perceived e-value measurement as a first order construct with four items . 123 
Table 4.16 Perceived e-value measurement as a first order construct with five items . 124 
Table 4.17 Perceived indicators of e-value as a second order construct ....................... 125 
 xviii
Table 4.18 Proposed Indicators of the perceived e-value construct.............................. 126 
Table 4.19 E-satisfaction measurement with three items ............................................. 127 
Table 4.20 E-satisfaction measurement with four and five items ................................. 128 
Table 4.21 Proposed Indicators of the e-satisfaction construct..................................... 129 
Table 4.22 E-trust as second order latent variable ........................................................ 130 
Table 4.23 E-trust with nine indicators ......................................................................... 133 
Table 4.24 E-trust with six and five indicators ............................................................. 134 
Table 4.25 Proposed Indicators of the e-trust construct ................................................ 135 
Table 4.26 E-commitment as second order construct ................................................... 136 
Table 4.27 E-commitment as first order latent variable with three items ..................... 137 
Table 4.28 E-commitment as first order latent variable with more than three indicators
 ....................................................................................................................................... 138 
Table 4.29 Proposed Indicators of the e-commitment construct................................... 139 
Table 5.1 Operational definition of the thesis ............................................................... 148 
Table 5.2 Construct reliability of constructs from the pilot study test .......................... 156 
Table 7.1 Goodness-of-fit indices for the initial structural model of e-loyalty ............ 165 
Table 7.2 Goodness-of-fit indices for the structural model of e-loyalty for a developing 
country........................................................................................................................... 167 
Table 7.3 Final structural model parameter estimates for developing country ............. 167 
Table 7.4 Goodness-of-fit indices for the structural model of e-loyalty for a developed 
country........................................................................................................................... 170 
 xix
Table 7.5 Final structural model parameter estimates for Australian (developed country) 
data ................................................................................................................................ 170 
Table 7.6 Goodness-of-fit for multi group analysis ...................................................... 173 
Table 7.7 Multi group parameter estimates................................................................... 173 
Table 8.1 Research hypotheses 1-1 – 1-14 and their test results .................................. 179 
Table 8.2 Research hypotheses 2-1 – 2-14 and their results ......................................... 183 
Table 8.3 Difference in construct relationships between developing and developed 
countries ........................................................................................................................ 187 
 
 1
CHAPTER 1 
INTRODUCTION 
1.1. Introduction 
This chapter provides the framework for the thesis and a brief outline of the research 
background, objectives, hypotheses and justification. Academic significance, 
delimitations and key assumptions are also included in this chapter, as shown in Figure 
1.1. 
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1.2. Background to the research 
Loyalty is at the heart of business firms and companies make great efforts in order to 
maintain their customers’ loyalty (Dowling & Uncles, 1997). These efforts become 
increasingly difficult and severe in the online business to consumer environment since 
online companies such as e-stores or e-tailers are facing competition not only from other 
similar stores but also from offline companies that offer similar products and services 
(Cristobal, Flavian, & Guinaliu, 2007; Yun & Good, 2007). The advance of the Internet 
has created a new marketplace that makes it possible for buyers and sellers to conduct 
transactions directly and virtually without time and even country barriers. People can 
buy any kind of goods and services from any e-tailers whenever they wish and wherever 
they are on the globe. In reverse, companies can sell any kinds of products to consumers 
anywhere in the world without the limitations that were previously applicable to 
traditional brick and mortar retailers. 
Currently in the marketing literature, service quality and satisfaction are recognized as 
variables that affect loyalty (eg. Athanassopoulos, Gounaris, & Stathakopoulos, 2001; 
Bowen & Chen, 2001; Caruana, 2002). However, advances in information technology 
and the use of the Internet for the marketing of goods and services require a re-
examination and a redefinition of the factors that affect loyalty. Studies of loyalty in an 
online environment (e-loyalty) have identified that service quality significantly 
influenced e-loyalty (Parasuraman, Zeithaml, & Malhotra, 2005; Swaid & Wigand, 
2009). Nevertheless, it cannot be claimed that service quality is the only factor that 
determines e-loyalty.   
Further studies suggest that in order to keep and maintain customer loyalty, customers 
should be satisfied with the service quality delivered by vendors or service providers. 
Service quality as perceived by the customer determines whether the customer is 
satisfied with the service provided by an online company (Collier & Bienstock, 2006). 
Similar findings also suggest that service quality does not build e-loyalty directly, but 
operates through the medium of satisfaction (Collier & Bienstock, 2006; Kassim & 
Salaheldin, 2009; Ribbink, van Riel, Liljander, & Streukens, 2004). 
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Although much evidence has suggested that service quality determines customer 
satisfaction, recent studies (e.g. Chang, Wang, & Yang, 2009; Ha & Janda, 2008) found 
that service quality is not the only factor determining customer satisfaction. Another 
factor that also determines customer satisfaction is perceived value (Chang, et al., 
2009). A previous study done by Ha & Janda  (2008) provided additional evidence in 
regard to the relationship between perceived value and customer satisfaction. Their 
findings indicated that both service quality and perceived value should be taken into 
account and included when determining customer satisfaction.     
Conducting online transaction is a challenging activity for some people and they do not 
only need to be satisfied with the service quality provided by an e-tailer, but also to be 
convinced that their online transactions are secure (Shalhoub, 2006). The lack of 
security perceived by many Internet users is one of the factors that can prevent them 
from conducting online transactions. Many people still feel insecure when buying 
products and services online; they are reluctant to provide private information especially 
credit card numbers and other private information that are required when making a 
purchase. This condition is reasonable since cyber crime such as Internet fraud, hacking 
and other online threats still continue to intimidate Internet users. 
Fortunately, much effort has been devoted to combating cyber crime, for example by 
developing Transport Layer Security (TLS) and Secured Socket layer (SSL). TLS and 
SSL are cryptographic protocols that provide communication security over the Internet 
by encrypting the segments of network connections above the transport layer, using 
asymmetric cryptography for privacy and a keyed message authentication code for 
message reliability (Thomas, 2000). Many websites including e-tailers adopt TLS/SSL 
by setting up the technology on their web servers or buying/subscribing TLS/SSL 
certificates from SSL certificate providers to protect and secure their online stores, their 
customers and their transactions.  
Perceived security is becoming an important building block in an online environment 
and is closely related to customer trust especially in the online financial service industry 
(Casaló, Flavián, & Guinalíu, 2007). Other scholars, Chellappa & Pavlou (2002), have 
suggested that perceived security plays an important role in building trust in e-
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commerce transactions. Other researchers have also suggested that trust is related to 
other factors such as perceived value and customer satisfaction (C. Kim, Zhao, & Yang, 
2008).    
Besides previous factors that had been identified as being directly and indirectly related 
to e-loyalty, commitment was also suggested to play an important role in determining 
loyalty both directly and indirectly. In developing customer relationships, online 
companies have been advised to keep their customers satisfied (Bauer, Grether, & 
Leach, 2002). It was also suggested that online companies should create and maintain 
customer trust (Bauer, et al., 2002). Both customer satisfaction and trust can help to 
create customer commitment (Bauer, et al., 2002).  
Meanwhile, in relationship marketing, particularly in a Business to Business (B2B) 
environment, commitment plays an important role in developing and maintaining 
customer loyalty (Caceres & Paparoidamis, 2007). Customer commitment in this 
environment is also dependant on customers trusting the company (Caceres & 
Paparoidamis, 2007). As mentioned before, e-loyalty should be re-examined, not only 
because e-loyalty is not identical with loyalty, due to different environmental 
circumstances, but also because of its complexity.  
Currently most studies on e-loyalty were conducted in developed countries such as 
USA, European countries (eg. R. E. Anderson & Srinivasan, 2003; Caceres & 
Paparoidamis, 2007), and Australia (eg. Herington & Weaven, 2007). Only a few 
studies have been carried out in developing countries such as Korea and India (eg. Cyr, 
Kindra, & Dash, 2008; Eng & Kim, 2006). Most of these studies only examined e-
loyalty on the basis of single country study, except for a study carried out by Jin, Park, 
& Kim (2008) that compared e-loyalty between online customers in USA and South 
Korea. Research that aims to determine the complexity of e-loyalty and to compare it 
between developing and developed countries is still very rare. 
The brief prior discussion has identified that e-loyalty is a complex construct that is 
related to many factors such as e-service quality, perceived e-value, e-security, e-
satisfaction, e-trust and e-commitment. Based on the results from previous studies, it 
would appear that these factors have a direct and indirect relationship between them and 
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with e-loyalty. However, none of the studies have examined all of the factors 
concurrently in the form of a comprehensive research exercise. In addition there is no 
study that has examined the complexity of e-loyalty by involving all the identified 
factors as well as to compare its applicability in developing and developed countries. 
Developing and developed countries have a set of differences ranging from the level of 
their economies, income levels, welfare, education and cultures. Indonesia and Australia 
are two neighbouring countries that are different in their stages of development. 
Indonesia is a developing country; while Australia is a developed country. Indonesia has 
a population of 238 million (BPS, 2010) living in 33 provinces of an archipelago 
consisting of more than 13,000 islands between the Indian and Pacific Oceans. 
Meanwhile, with a population of 22 million (ABS, 2010) Australia covers eight states 
and territories in a large continent and several islands.  
Culturally these two neighbouring developing and developed nations are different. 
Hofstede (2001) developed a model that identifies four primary dimensions to assist in 
differentiating cultures: Power Distance - PDI, Individualism - IDV, Masculinity - 
MAS, and Uncertainty Avoidance - UAI. Later another dimension was added namely 
Long Term Orientation – LTO based on Confucian dynamism. 
Indonesia has Power Distance (PDI) as its highest ranked Hofstede (2001) Dimension at 
78 while the average Power Distance for the majority of Asian countries is 71 (INTIM, 
2009b). This indicates a high level of inequality of power and wealth within the society, 
although this condition is not necessarily forced upon the population, but rather 
accepted by the society as part of their cultural heritage (INTIM, 2009b). In opposition, 
Australia’s PDI is relatively low, with an index of 36, compared to the world average of 
55 (INTIM, 2009a). This is indicative of a greater equality between societal levels, 
including government, organizations, and even within families.  
The Hofstede analysis for Australia reflects the high level of individuality that 
Australian's hold dear with an Individualism (IDV) index of 90 (INTIM, 2009a). To the 
contrary, Indonesia’s IDV index is one of the lowest world rankings for Individualism 
with  14, compared to the overall Asian rank of 23, and the world average rank of 43. 
This means that there is a great gap between Indonesian and Australian cultures in terms 
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of individuality. The Indonesian society is a collectivist as opposed to the Australian 
society which is individualist. 
The purpose of this study will be to investigate the relationships between e-service 
quality, perceived e-value, e-security, e-satisfaction, e-trust, e-commitment and e-
loyalty. The research will also examine the differences in the drivers of e-loyalty 
between customers in a developing country (Indonesia) and a developed country 
(Australia) and so provide a new understanding of the drivers of e-loyalty and their 
inter-relationships.  
There is a difference in the stages of economic development between developed and 
developing countries which means that the experience and level of use of more modern 
technologies will differ between such countries. E-tailing requires a level of 
sophistication of use and availability of modern Internet based technologies and the 
degree and manner of use of such technologies as well as the aspects of services that 
will drive its use, will be expected to differ between developed and developing 
countries.   
1.3. Research issues 
Two basic research issues are addressed in this thesis research. Firstly, although some 
studies have recognized the complexity of e-loyalty, none of them has thoroughly 
identified the comprehensive factors that indicated it. Studies have used different factors 
and a different number of factors that they have considered to affect e-loyalty. Indeed 
the results of these studies have also varied from one another. This condition has arisen 
because different approaches and viewpoints have been used such as a service quality-
satisfaction-loyalty approach, quality-value-loyalty chain, relationship approach, 
Technological Acceptance Model (TAM) theory and so forth. Furthermore, combining 
these different approaches and viewpoints in constructing e-loyalty model is urgently 
required in order to generate a comprehensive understanding of how e-loyalty is created 
as well as the interrelationship between the factors that indicate it. 
The previous discussion has identified some factors that are directly and indirectly 
related to e-loyalty. These factors are e-security, e-service quality, perceived e-value, e-
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satisfaction, e-trust, and e-commitment. These factors have been found to be related 
although these relationships have been separately examined, in other words, no research 
has examined these factors concurrently. Therefore, research that examines e-loyalty by 
concurrently using e-security, e-service quality, perceived e-value, e-satisfaction, e-
trust, and e-commitment is new. This approach will facilitate an understanding of the 
complexity of the concept of e-loyalty. 
Secondly, extant research in the field of e-loyalty has mostly been carried out in 
developed countries, with few studies having been done in developing countries. To 
date, no single published study has involved neighbouring countries which are different 
in their stages of development. Indonesia and Australia are two neighbouring countries 
that differ in their development stages. Indonesia is currently a developing county while 
Australia is a developed country. The cultural backgrounds of these countries are also 
different.  
As the e-loyalty studies have mostly been done in developed countries which have 
differed in many ways, knowledge of the issue has been limited to developed countries 
and has not provided a representative world picture that has included developing 
countries. A study of e-loyalty which involves developing and developed countries is 
required to provide more comprehensive knowledge as well as to discover any 
similarities and differences between such countries.   
1.3.1. Research problem 
Based on the research issues detailed above, a research problem has been identified. 
This problem is focussed on e-loyalty as the central issue for the research and the 
research question that will be addressed is therefore as follows: 
“How is e-loyalty conceptualised, what are the constructs that influence it in 
developing and developed countries and to what extent do these influences vary 
between these different types of countries?” 
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1.3.2. Research objectives 
1. To examine the nature of the interrelationships between the factors 
influencing e-loyalty.  
2. To investigate whether there are any differences in the interrelationships 
between these constructs and their associations with e-loyalty between 
developing and developed countries. 
1.3.3. Research questions and hypotheses 
There are three research questions developed for these research objectives - two  
questions for the first objective and one question for the second objective.  
Figure 1.2 Research Objectives and Research Questions 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
 
Based on the research problem, objectives and research questions have been defined, the 
following are the research hypotheses to be addressed in this research: 
Objective 1: To examine the nature of the interrelationships between the 
constructs influencing e-loyalty 
Research questions 
What is the nature of the 
interrelationships between the 
factors influencing e-loyalty in a 
developing country?  
What is the nature of the 
interrelationships between the 
factors influencing e-loyalty in a 
developed country?  
How does e-loyalty differ between 
developing and developed 
countries?  
Research objectives 
To examine the nature of the 
interrelationships between the factors 
influencing e-loyalty 
To investigate whether there are any 
differences in the interrelationships 
between these factors and their 
association with e-loyalty between 
developing and developed countries 
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Question 1: What is the nature of the interrelationships between the factors influencing 
e-loyalty in a developing country? 
In order to answer this question, a set of research hypotheses has been developed as 
follows: 
Research hypothesis 1-1:  
In a developing country e-service quality is positively associated with e-
satisfaction. 
 
Research hypothesis 1-2:  
In a developing country e-service quality is positively associated with e-
loyalty. 
Research hypothesis 1-3:  
In a developing country e-service quality is positively associated with e-
trust. 
 
Research hypothesis 1-4:  
In a developing country e-service quality is positively associated with 
perceived e-value. 
 
Research hypothesis 1-5:  
In a developing country e-security is positively associated with e-service 
quality. 
 
Research hypothesis 1-6:  
In a developing country e-security is positively associated with e-trust. 
 
Research hypothesis 1-7:  
In a developing country, perceived e-value is positively associated with e-
trust  
 
Research hypothesis 1-8:  
In a developing country perceived e-value is positively associated with e-
satisfaction. 
 
Research hypothesis 1-9:  
In a developing country perceived e-value is positively associated with e-
commitment. 
 
Research hypothesis 1-10:  
In a developing country e-satisfaction is positively associated with e-loyalty. 
 
Research hypothesis 1-11:  
In a developing country e-satisfaction is positively associated with e-trust. 
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Research hypothesis 1-12:  
In a developing country e-trust is positively associated with e-loyalty. 
 
Research hypothesis 1-13:  
In a developing country e-trust is positively associated with e-commitment. 
 
Research hypothesis 1-14:  
In a developing country e-commitment is positively associated with e-
loyalty. 
 
Question 2:  What is the nature of the interrelationships between the factors influencing 
e-loyalty in a developed country? 
In order to answer this question, a set of research hypotheses has been developed as 
follows: 
Research hypothesis 2-1:  
In a developed country e-service quality is positively associated with e-
satisfaction. 
 
Research hypothesis 2-2:  
In a developed country e -service quality is positively associated with e-
loyalty. 
 
Research hypothesis 2-3:  
In a developed country e -service quality is positively associated with e-
trust. 
 
Research hypothesis 2-4:  
In a developed country e -service quality is positively associated with 
perceived e-value. 
 
Research hypothesis 2-5:  
In a developed country e-security is positively associated with e-service 
quality. 
 
Research hypothesis 2-6:  
In a developed country e -security is positively associated with e-trust. 
 
Research hypothesis 2-7:  
In a developed country perceived e-value is positively associated with e-
trust. 
 
Research hypothesis 2-8:  
In a developed country perceived e-value is positively associated with e-
satisfaction. 
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Research hypothesis 2-9:  
In a developed country perceived e-value is positively associated with e-
commitment. 
 
Research hypothesis 2-10:  
In a developed country e--satisfaction is positively associated with e-loyalty. 
 
Research hypothesis 2-11:  
In a developed country e -satisfaction is positively associated with e-trust. 
 
Research hypothesis 2-12:  
In a developed country e -trust is positively associated with e-loyalty. 
 
Research hypothesis 2-13:  
In a developed country e -trust is positively associated with e-commitment. 
 
Research hypothesis 2-14:  
In a developed country e-commitment is positively associated with e-loyalty. 
 
Objective 2: To investigate the difference in the interrelationships between factors 
influencing e-loyalty in developed and developing counties  
Question 3: To what extent does the interrelationship between factors influencing e-
loyalty differ between developed and developing countries?  
To answer the question above, a research hypothesis has been developed as follows: 
Research hypothesis 3:  
The interrelationships between the factors influencing e-loyalty differ 
between developing and developed countries. 
1.4. Justification for the research 
The early promise and potential of Business to Consumer (B2C) e-commerce has 
became a subsequent sobering reality of disappointments (Gommans, Krishnan, & 
Scheffold, 2001). Nevertheless, Gommans et al. (2001) believed that online buying and 
marketing is still expected to grow. As in a traditional marketplace with brand loyalty, 
e-loyalty will also play a key role in the success of e-commerce organisations 
(Gommans, et al., 2001). Building and maintaining e-loyalty will be a challenge in the 
highly competitive and fickle world of online shopping (Gommans, et al., 2001). In 
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addition, Gommans et al, (2001) state that understanding the drivers and dynamics of 
how customer loyalty is developed and maintained in cyberspace with the help of an 
integrated theoretical framework is critical to developing future marketing strategies in 
this area.  
Australia and Indonesia are promising and potential marketplaces for B2C e-commerce 
with a large market size for Indonesia and high purchasing power for Australia. The 
number of Internet users in this region has increased rapidly as has Internet penetration. 
Australia is a developed country with an Internet penetration of 79.6% or 16.9 million 
Internet users and user growth between 2000 and 2009 has been 156.5% (Miniwatts 
Marketing Group, 2009). Meanwhile, Indonesia with a population of about 238 million 
has 25 million Internet users (Miniwatts Marketing Group, 2009). In addition, the 
growth of Internet users in Indonesia between 2000 and 2009 has been 1,150% 
(Miniwatts Marketing Group, 2009). The number of Internet users in Indonesia is still 
growing since only 12% of Indonesia population has a connection to the Internet and it 
is expected to be tripled in 2015 (BCG, 2010, p. 20).   
Another phenomenon of Indonesian Internet users is the unusual high activity rates of 
mobile phone and mobile Internet usage (BCG, 2010). Based on a report published by 
BCG (2010), mobile phone penetration in Indonesia is about 66% while there are about 
26 million 3G users. In contrast only 5% of Indonesians own a PC, athough this should 
reach 15% in 2015 (BCG, 2010). 
Although these countries are promising markets, B2C e-commerce is still a relatively 
modest phenomenon for many customers in both Indonesia and Australia. There are 
numerous barriers to B2C e-commerce such as many consumers seeing no reason to buy 
merchandise online when most things can be easily bought in a store nearby (Kotabe & 
Helsen, 2008). People in these countries may also think that physical shopping is an 
enjoyable pastime and prefer to visit shops. Other structural barriers are also laid down 
such as languages, currency conversion, shipping cost, and delivery delay (Kotabe & 
Helsen, 2008).  
In B2C e-commerce, Singh et al. (2006) suggest that effective customer support and 
services are vital to encourage customers to shop online. As it is a lonely experience, it 
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does not allow touch and feel, and customers can have a high degree of concern 
regarding security and privacy of information. Archer and Gebauer (2000) further 
explain that, when a network links a supplier and a customer, information is entered, 
used, generated, and transmitted by internal information systems, which potentially may 
be shared between the parties. In each function there are opportunities to gather 
information during customer procurement activities, and to use this information to 
improve the possibility of continuing a profitable relationship between partners. 
Information is integrated to improve service, save customers' time and ease frustration.   
In summary capturing a new e-retail customer in this region is one of the major 
challenges for a business and keeping customers loyal requires a major effort. Further 
research in the e-loyalty field is required to fill the gaps in knowledge about e-loyalty in 
both countries. The results of this thesis research will provide in-depth knowledge about 
the complexity of e-loyalty and whether it varies between customers in both countries.  
1.5. Theoretical framework 
This research explores the complexity of the relationships surrounding e-loyalty by 
embracing several factors namely e-service quality, perceived e-value, e-security, e-
satisfaction, e-trust and e-commitment. Research will identify the interrelationship of all 
factors as well as the relationship of those factors to e-loyalty.  
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Figure 1.3 Theoretical Framework of an e-Loyalty Construct 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
 
1.6. Methodology  
The thesis will utilizes both qualitative and quantitative methods to address the research 
questions as suggested by Zikmund (2003). The first, exploratory (qualitative) step in 
the research gathered in-depth information about the issues of the study using a series of 
in-depth interviews with e-tailing businesses and also online consumers. Discussion 
with experts in the area of study incorporated with literature reviews will provides for a 
better understanding of the area of study. 
A pilot survey was used to check the validity and reliability of the questionnaire to be 
used as the research instrument. It will help to determine the final questionnaire that will 
be used in the main part of the study. The pilot research will access an Indonesian 
sample by using a web based survey utilizing online survey software namely 
LimeSurvey, a free program under the GNU General Public Licence Version 2 
(Schmitz, 2009). 
E-S 
Qual 
P E-
Value 
E-
Satisfact
ion 
E-Trust 
E-
Loyalty 
E-
Commit
ment 
E-
Security 
 16
In the second main step in the research, quantitative data was gathered from two 
countries, Indonesia as a developing country and Australia as a developed country using 
the Qualtrics, commercial web-based survey software that is subscribed to by Southern 
Cross University. 1,100 Indonesian respondents will be drawn from a sample frame of 
3,172 individual email addresses. Meanwhile, an Australian sample of 220 respondents 
is drawn from an online customer database provided by Qualtrics. The online survey 
will be equipped with a cookie to identify the remote host and computers’ IP addresses 
in order to prevent multiple responses from one individual, malicious users, and 
uninvited respondents (Ranchhod & Zhou, 2001).  
Data gathered from the survey was analysed using both descriptive and inferential 
statistics. The Statistical Package for Social Science (SPSS version 19) along with 
AMOS 19 was used to analyse the data. SPSS was used to examine validity and 
reliability of the instrument. It was also used to perform descriptive analyses. AMOS 19 
was used to carry out the inferential analysis of structural equation modelling and to 
identify the construct models and the structural model to examine the complexity of e-
loyalty. Using multi group analysis provided by AMOS 19, a multi group analysis is 
used to compare the interrelationship of factors between the Indonesian and Australian 
samples in an e-loyalty structural model.  
1.7. Delimitations 
The research presents a study of e-loyalty in Indonesia as a representation of developing 
countries and Australia as a representation of developed countries. The choice of the 
countries was based on several considerations. Despite these countries being 
neighbours, they are very different in terms of their stages of economic and 
technological development and culture. 
With its huge population and very high Internet user growth (as the numbers in the 
middle class income group of the population increases rapidly), Indonesia is a 
promising market for e-commerce. In the other hand, although the Australian population 
is only about 10% of the Indonesian population, it has a very high per capita income so 
that this country is a huge market for online business. This combination of the countries, 
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therefore represent a sound basis for the examination of the situation pertaining to  
developing and  developed economies. 
Prior research in e-loyalty has generally been conducted in a single developed country. 
Little research has been done in developing countries, and research that covers both 
developing and developed countries is very limited. However, those studies only 
analysed some of the factors that they considered were related to e-loyalty, so that they 
were unable to comprehensively examine the full complexity of e-loyalty as well as the 
compatibility of a model with different countries with different stages of development. 
This research uses a full range of known factors to measure e-loyalty in order to 
comprehensively examine the influences on e-loyalty. The factors were carefully 
selected based on previous empirical studies of international journals and proceedings, 
combined with qualitative research. The results of the research should be beneficial for 
both academics and practitioners not only in Indonesia and Australia but also in other 
developing and developed countries.     
1.8. Thesis outline 
The thesis material is organized into eight chapters, as is shown in Figure 1.2. Chapter 
one describes the background to the research, research issues including the research 
problem, the research objectives and research questions and the hypotheses, justification 
for the research, the theoretical framework, methodology and limitations.  
Chapter two sets out the concepts and the definitions of factors related to the research. 
The discussion covers a discussion of the factors in a conventional business 
environment as well as the definition of them in an online environment.  
Chapter three reviews the literature covering the components of the research model. The 
research problem and objectives will be restated followed by a set of hypotheses as the 
statistically based explication of the research questions. Using a step by step process, a 
model of e-loyalty is developed, incorporating prior empirical research findings. The 
conclusion to the chapter provides a complete integrated model of e-loyalty. 
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Chapter four continues with a review of the literature. It draws on previous studies to 
discuss each construct indicator used in this research. 
Chapter five covers the research methodology. it explains and justifies the methodology 
used to examine the research hypotheses.    
Chapter six covers the initial data analysis. The first section of chapter six describes the 
respondent characteristics and this is followed by the construct model assessments.   
Chapter seven covers the second part of the data analysis. In this chapter, all construct 
models are combined into a structural model of e-loyalty, which then tested.  The  
differences between the e-loyalty model in regard to the Indonesian and Australian  
context is also be assessed. 
Finally chapter eight provides the conclusions and implications from the research.  
Figure 1.4 Thesis Outline 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for the thesis 
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1.9 Conclusions  
This chapter has provided a background to the research and a foundation for the thesis 
and it also identified the research problem, research objectives and research questions. 
The research has been justified and the research framework and methodology has been 
outlined.  
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CHAPTER 2  
CONCEPTS AND DEFINITIONS 
 
2.1. Introduction 
The aims of this chapter are to explore definitions and basic concepts of terms used by 
many scholars in the areas related to this research. The chapter provides a basis for the 
subsequent parts of this thesis as well as providing an understanding of the definitions 
and concepts used in the model that was constructed for this research. 
Chapter 2 starts by outlining definitions and the concept of e-retailing. The next section 
focuses on definitions and concepts of variables that will be examined in the research. 
The final discussion examines the concept of culture. The following figure shows the 
structure of the chapter. 
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Figure 2.1 Structure of Chapter Two 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
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2.2. E-Tailing 
This section discusses the concept and definition of e-tailing. It commences by 
describing the concept of e-commerce followed by a discussion of the concept of e-
tailing. 
2.2.1 E-Commerce 
A discussion of e-tailing is inseparable from that of the Internet, which allows for the 
presence of e-commerce in general and e-tailing in particular. E-commerce is defined as 
the use of the Internet and web technology to conduct business transactions, or more 
formally, to conduct digitally enabled commercial transactions between and among 
organizations and individuals (Laudon & Traver, 2009). E-commerce has been used by 
organisations and companies to provide information to visitors about the company, its 
history, policies, products and job opportunities, the company or site offers to transact 
of facilitate the selling of products and services online (Kotler & Keller, 2006). 
Turban, King, Lee, Liang, & Turban (2008) defined e-commerce as the process of 
buying and selling, or exchanging products, services, or information via computer 
networks, mostly the Internet and Intranets. However, definitions of e-commerce may 
differ based on different perspectives including those of business process, service, 
learning, collaboration, and community (Turban, et al., 2008). In the business process 
perspective for example, e-commerce is defined as doing business electronically by 
implementing business processes over electronic networks, thereby substituting 
information for physical business processes (Turban, et al., 2008). 
Recently, e-commerce has taken many forms depending on the degree of digitisation or 
the transformation from physical to digital of (1) product (service) sold, (2) the process 
(e.g. ordering, payment, fulfilment) and (3) the delivery method (Turban, et al., 2008). 
When a company’s dimensions (product, process and delivery) are all physical then this 
company is considered to be transacting traditional commerce. When a company 
performs an operation with at least one of the dimensions being digital, then the 
company is considered to be transacting e-commerce. Pure electronic commerce occurs 
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when all of the dimensions are digital, in other words the product is digital (e.g. 
software, e-book, music or movie), the process uses digital processing (such as the 
product or service being ordered and paid online), and delivery is in a digital format by 
sending the product or service through the Internet. The possible combinations of the 
physical and digital dimensions are shown in Figure 2.2. 
Figure 2.2 The Dimensions of Electronic Commerce 
 
 
 
 
 
 
 
 
 
 
Source: Turban, et al. (2008) 
  
2.2.2 E-Tailing 
There are many ways of classifying e-commerce, Turban et al. (2008) suggested eight 
different types of e-commerce namely Business-to-Business (B2B), Business-to-
Consumer (B2C), Business-to-Business-to-Consumer (B2B2C), Consumer-to-Business 
(C2B), Intrabusiness EC, Business-to-Employees (B2E), Consumer-to-Consumer 
(C2C), E-Learning, and E-Government. Meanwhile, a more modest classification of e-
commerce was introduced by Laudon & Traver (2009). They classified e-commerce 
into five types namely Business-to-Business (B2B), Business-to-Consumer (B2C), 
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Consumer-to-Consumer (C2C), Peer-to-Peer (P2P), and M-commerce (Laudon & 
Traver, 2009). 
B2C e-commerce is one of the e-commerce types that is involved with the sale of goods 
and/or services to individual customers. This form of business is called electronic 
retailing or e-tailing. E-tailing is retailing conducted online over the Internet, and those 
businesses who conduct their retail business online are called e-tailers (Turban, et al., 
2008). This kind of business model is perhaps the most high-profile sector of e-
commerce on the web and it has experienced both explosive growth and spectacular 
failures (Laudon & Traver, 2009). 
Turban et al. (2008) classified e-tailers into five categories, namely:  
1. Direct marketing by mail order retailers that go online. 
2. Direct marketing by manufacturers.   
3. Pure-play e-tailers.  
4. Click-and-mortar retailers.  
5. Internet (online) mall. 
The first type of e-tailing is direct marketing by mail-order companies that conclude an 
online sale. These companies sell their products directly by taking the order from the 
consumer. With existing payment processing, inventory management, and order-
fulfilment operation, these companies have a distinct advantage in online sales.    
Manufacturers that market their products to their customers without intermediaries are 
classified as “direct marketing by manufacturers”. Some companies open websites and 
provide online direct marketing where the customer can then choose to buy as well as to 
customize the product.  
Pure-play e-tailers are companies that sell their products directly to consumers over the 
Internet without maintaining a physical sales channel. Amazon.com is one of the 
examples of a pure-play e-tailer which sells an enormous range of goods and services 
online.    
Some e-tailers started their businesses by maintaining a traditional retail business with a 
physical storefront and then adopted an online transaction (mortar-only to click-and-
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mortar) (Turban, et al., 2008). Some firms followed a reverse process, they started their 
business online and then expanded to a physical storefront as well (click-only to click-
and-brick) (Turban, et al., 2008).  
Another form of e-tailing is the online shopping centre or electronic mall (e-mall) where 
many online stores are located (Turban, et al., 2008). Like physical malls, an e-mall is a 
place where e-stores or individuals can sell goods and services. In conclusion this study 
uses a definition of e-tailing introduced by Turban et al. (2008) that e-tailing is retailing 
conducted online over the Internet, and that those businesses who conduct their retail 
business online are called e-tailers. This definition will include  all methods of assessing 
internet based services whether by personal computer, mobile telephone, ipad or other 
equivalent equipment.  
2.3. E-Loyalty 
The discussion of customer loyalty will be covered in two sections that will first covers 
definitions and concepts of customer loyalty in the conventional business environment 
and secondly provides definitions and concepts of customer loyalty in an online 
business environment (e-loyalty). 
2.3.1. Concept of loyalty 
Customer loyalty has been emphasized by many companies that have been trying to 
boost their customers’ loyalty through retention programs and relationship marketing 
strategies (Hallowell, 1996). Companies believe that loyal customers bring many 
benefits to their firms. The possible advantages of customer loyalty include a 
continuous stream of profit, reduction of marketing costs, growth of per-customer 
revenue, decrease in operational costs, increase in referrals, increase in price premiums, 
and development of switching barriers for loyal customers who will then not easily 
surrender to competitors’ promotional efforts (Reichheld & Teal, 1996).        
Loyalty has been defined as repeat purchasing frequency or relative volume of same-
brand purchasing (Tellis, 1988) or an intended behaviour towards the service or 
company (Andreassen & Lanseng, 1997). It includes the likelihood of future renewal of 
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a service contract or the probability of a change in patronage (Andreassen & Lanseng, 
1997), and how likely the customer is to provide a positive word-of-mouth 
recommendation (Andreassen & Lindestad, 1998). It has  also been defined as a 
relationship between relative attitude and repeat patronage (Dick & Basu, 1994). 
Customer loyalty however, is determined by the strength of the relationship between 
relative attitude and repeat patronage, and includes both attitudinal and behavioural 
relationships (Dick & Basu, 1994).  
On the basis of an attitude/behaviour relationship, Dick & Basu (1994) proposed four 
aspects of loyalty namely no loyalty, spurious loyalty, latent loyalty, and loyalty. These 
four aspects of loyalty can be described as follows: 
1. No Loyalty – A low attitude combined with low repeat patronage signifies an 
absence of loyalty (Dick & Basu, 1994). Companies that are not able to 
communicate the distinct benefits of their products/services or companies that 
introduce new products/services usually face problems of low relative attitude. 
Competition in the marketplace can also lead to low relative attitudes when 
consumers see that all the products that compete are similar in nature. 
2. Spurious loyalty – This is a low relative attitude accompanied by high repeat 
patronage and characterized by non-attitudinal behavioural influence (Dick & 
Basu, 1994). This could occur if consumers were to find that there were no 
alternatives in a product category or if their purchase was made strictly on past 
experiences and habits. 
3. Latent loyalty – is a reflection of high relative attitude, with low repeat 
patronage (Dick & Basu, 1994). This is probably due to a marketplace 
environment where non-attitudinal influences such as subjective norms and 
situational effects are at least equally if not more influential than attitudes in 
determining patronage behaviour (Dick & Basu, 1994).  For instance, a 
customer may have a strong attitude towards a particular Italian restaurant, but 
may not visit that restaurant frequently, because of a desire for a variety of 
meals or because of a lack of discretionary income that limits the amount of 
times that (s)he can eat out at the restaurant (Javalgi & Moberg, 1997). 
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4. Loyalty – the most preferred of the four conditions, signifies a favourable 
correspondence between relative attitude and repeat patronage (Dick & Basu, 
1994).    
Oliver, Rust, & Varki (1997) have defined loyalty as a deeply held commitment to 
consistently re-buy or re-patronize a preferred product or service, thereby causing 
repetitive same-brand or same brand-set purchasing, despite situational influences and 
marketing efforts having the potential to cause switching behaviour. 
Oliver (1997) also proposed a framework that suggested that customers can be loyal at 
each attitudinal phase relating to differences in the attitude development structure as 
follows: 
1. Cognitive loyalty. In the first loyalty phase, the brand attribute information 
available to the consumer indicates that one brand is preferable to its 
alternatives. This stage is referred to as cognitive loyalty, or loyalty based on 
brand belief only. Cognition can be based on prior or vicarious knowledge or on 
recent experience-based information.     
2. Affective loyalty. In the second phase of loyalty development, a liking or 
attitude toward the brand has developed on the basis of cumulative satisfying 
usage occasions. This reflects the pleasure dimension of the satisfaction 
definition (pleasurable fulfilment).  In this phase, commitment is referred to as 
affective loyalty and is encoded in the customer’s mind as cognition and affect. 
Similar to cognitive loyalty, however, this level of loyalty remains subject to 
switching.   
3. Conative loyalty. The next phase of loyalty development is the conative 
(behavioural intention) stage, as influenced by repeat episodes of positive 
experiences of the brand. Conation implies a brand-specific commitment to 
repurchase. Conative loyalty, then, is a loyalty state that contains what, at first, 
appears to be the deeply held commitment to buy, noted in the loyalty 
definition.      
4. Active loyalty. In this stage, the motivated intention in the previous loyalty state 
is transformed into readiness to act. Action is perceived as a necessary result of 
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engaging both these states. If this engagement is repeated, action inertia 
develops, thereby facilitating repurchase.      
These forms of loyalty together with a concise identification of their meaning and the 
factors that can influence them negatively are set out in Table 2.1. 
Table 2.1 Loyalty Phases with corresponding vulnerabilities 
Stage Identifying Marker Vulnerabilities 
Cognitive Loyalty to information 
such as price, features, 
and so forth 
Actual or imagined better competitive features or price 
through communication and vicarious or personal 
experience. Deterioration in brand features or price. 
Variety seeking and voluntary trial 
Affective Loyalty to a liking Cognitive induced dissatisfaction. Enhanced liking for 
competitive brands perhaps conveyed through imagery 
and association. Variety seeking and voluntary trial. 
Deteriorating performance. 
Conative Loyalty to an intention Persuasive counter-argumentative competitive 
messages. Induced trial (e.g. coupons, sampling, point-
of-purchase promotions). Deteriorating performance. 
Action Loyalty to action inertia, 
coupled with the 
overcoming of obstacles 
Induced unavailability (e.g. stock lifts-purchasing the 
entire inventory of a competitor’s product from 
merchant). Increased obstacle generally. Deteriorating 
performance. 
Source: Oliver  (1999) 
Customer loyalty has also been depicted  as a ladder (Hill & Alexander, 2006; Raphel & 
Raphel, 1995; White & Schneider, 2000) based on the degree of customers’ 
commitment or customers’ behavioural intentions towards the product or service of the 
firm. Hill and Alexander (2006) defined the degree of customer loyalty as a pyramid 
with “suspects” on the bottom of the pyramid and “partners” on the top,  as follows: 
1. Suspects; this category includes all the buyers of the product or service category 
in the market place. Suspects are either unaware of the product or service offered 
by a firm or have no inclination to purchase it. 
2. Prospects; these are potential customers who have some attraction towards the 
organisation/firm but have not yet taken the step of doing business with the 
organisation/firm. 
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3. Customers; one-off purchasers of a firm’s product (although the segment may 
include some repeat buyers) who have no real feelings of affinity towards the 
firm. 
4. Clients; repeat customers who have positive feelings of attachment towards the 
firm but whose support is passive rather than active, apart from making a 
purchase. 
5. Advocates; clients who actively support the firm by recommending it to others. 
6. Partners; the strongest form of customer-supplier relationship which is sustained 
because both parties see partnership as mutually beneficial. 
Hill and Alexander (2006) depicted loyalty as the pyramid which is shown in Figure 2.3 
below. 
Figure 2.2 Loyalty Ladder 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Source: Hill and Alexander (2006) 
 
Based on their research, White and Schneider (2000) suggested that there could be 
different stages in the loyalty ladder. Instead of six or four stages of loyalty, they found 
that the loyalty ladder consisted of three stages. Using 2,007 respondents from three 
service industries, namely financial services, property and casualty, and automotive 
repairs, White and Schneider (2000), depicted these three stages in the  loyalty ladder as 
being Customers, Clients/Supporters, and Advocates. 
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In a business to business market, loyalty also has been found to have many components. 
These differences in the loyalty ladder occur because business markets are very 
different to consumer markets. In a consumer market, a large number of buyers have 
similar wants, transactions are usually small in value, the product can be mass 
produced, consumers’ perceptions determine a products’ value, and companies focus on 
managing brands (Narayandas, 2005). In contrast, the business market has fewer 
customers, and transactions tend to be larger. They often require customized products or 
prices and the usage of the product or service determines its value, while brands mean 
very little to customers (Narayandas, 2005).  
Based on the differences between the business-to-consumer and business-to-business 
environments, Narayandas (2005) stated that the loyalty ladder in the  business-to-
business environment had the following six stages: 
1. Grow the Relationships. The customer will want to buy more products or 
services at this stage and to expand the scope of its relationship with the vendor. 
It costs very little to service the customer, because the supplier has already 
incurred the costs of acquiring new customers  
2. Provide word-of-mouth endorsement. The customer is likely to promote the 
company by talking about it positively. The vendor incurs lower costs when 
acquiring new customers.  
3. Resist competitors’ blandishments. By this time, the customer is less likely to 
switch to rivals, even if their products are superior, because of an expectation 
that the preferred vendor will develop similar products. It costs the vendor very 
little to retain the customers.    
4. Pay premiums. A highly loyal customer may be willing to pay higher prices for 
the vendor’s products and services. 
5. Collaborate. The customer believes that the feedback that is provided will foster 
future improvements and wants to help the supplier to develop new products and 
services. 
6. Invest. Loyal customers often invest in their vendors. In addition to creating an 
exit barrier, such investments reduce the vendors’ risks.   
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In brief, customer loyalty was believed to be both an attitude of customers and 
their behaviour towards goods or services. This research will explore the phenomenon 
of customer loyalty in an online environment where it might differ from its behaviour in 
a traditional environment, but where the preceding information will need to be taken 
into account in identifying how to measure loyalty.    
2.3.2. Concept of e-loyalty 
Unlike service quality in the brick-and-mortar environment, which has had extensive 
attention from many scholars for more than two decades, research into customer loyalty 
in electronic commerce is still relatively new. The interest in research into e-loyalty has 
grown since the adoption of the Internet as a medium for purchasing products and 
services.  
Most scholars have defined e-loyalty as being the same as loyalty in a conventional 
business environment. The most frequently used definition in both conventional and 
electronic business channels is that proposed by Oliver (1999), that loyalty is a deeply 
held commitment to consistently rebuy or repatronize a preferred product or service, 
thereby causing repetitive same-brand or same brand-set purchasing, despite situational 
influences and marketing efforts having the potential to cause switching behaviour.  
Anderson and Srinivasan (2003) proposed a specific definition highlighted in relation to 
the electronic commerce environment that e-loyalty is affected by a customer’s 
favourable attitude toward an electronic business, resulting in repeat buying behaviour. 
E-loyalty was also conceived as a consumer’s intention to buy from a web site and that 
the consumer will not change to another web site (Flavián & Guinalíu, 2006). Another 
definition of e-loyalty stated that e-loyalty is a future perceived intention to visit or use 
a web site and to consider purchasing from it (Cyr, et al., 2008).   
In conclusion, this study encapsulates the definitions introduced by Anderson & 
Srinivasan (2003), Flavián & Guinalíu (2006), and Cyr et al. (2008) into a definition to  
be used in this research. Furthermore the definition of e-loyalty that will be used is a 
customer’s favourable attitude towards an online store and the customer’s intention to 
purchase from the same online store.  
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2.4. E-Service Quality 
The discussion of e-service quality in this sub chapter is delivered in two sections, the 
first section details the models that have been developed by different researchers in the 
general field of services research to explain the processes that are postulated to take 
place in the development of perceptions of service quality. The second section addresses 
the development of specific models of e-service that explain e-service quality (section 
2.4.2) and two key aspects of e-service quality namely perceived e-value (section 2.5) 
and e-satisfaction (section 2.6) that contribute to perceptions of e-service quality.     
2.4.1. Concept of service quality 
Discussions about service quality have taken place for more than two decades. 
Researchers often describe service quality as an elusive and abstract concept, similar in 
nature to an attitude, as it represents a general, overall appraisal of a product or service 
(Parasuraman, Zeithaml, & Berry, 1985). Unlike goods quality, which can be measured 
objectively by such indicators as durability and the number of defects, service quality is  
abstract and elusive because of three features unique to services namely intangibility, 
heterogeneity, and inseparability of production and consumption (Parasuraman, Berry, 
& Zeithaml, 1988).  
Service quality can be defined as a consumer judgement or perception of an entity’s 
overall excellence or superiority, often as a result of comparing expectations with 
perceived performance (Parasuraman, et al., 1988). Similarly, Dagger & Lawley (2003) 
defined service quality as the result of an evaluation process in which the customer 
compares their perceptions of the service with their expectations. Nonetheless, there is 
no agreement on this definition. Other researchers have conceptualized and measured 
service quality as an attitude (Brady, Cronin, & Brand, 2002; Churchill & Surprenant, 
1982; Cronin & Taylor, 1992). Criticism arose not only for the deficiencies in 
measurement but also its methodology and the conceptual foundations of the scale that 
was used (Brady, et al., 2002; Cronin & Taylor, 1992; Teas, 1993).  
Based on the models that have been developed, belief in the concept of what constitutes 
service quality can be divided into at least five schools namely, Disconfirmation of 
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Expectations (Oliver, 1980, 1993); the Nordic Model (Grönroos, 1984); SERVQUAL 
Model (Parasuraman, et al., 1988; Parasuraman, et al., 1985; Parasuraman, Zeithaml, & 
Berry, 1991); the Three Component Model (Rust & Oliver, 1994), and Service 
Performance/SERVPERF (Brady, et al., 2002; Cronin & Taylor, 1994; Dabholkar, 
Thorpe, & Rentz, 1996). Discussion of these schools is as follows: 
 Disconfirmation of expectations model 
The disconfirmation of expectations model proposes that there are three determinants of 
customer (dis)satisfaction namely expectations, perceptions, and dis(confirmation) of 
expectations (Dagger & Lawley, 2003). The higher the expectations in relation to actual 
performance, the greater the degree of disconfirmation and the lower the expectations in 
comparison to actual performance, the smaller the degree of disconfirmation and the 
higher the level of satisfaction (Tse & Wilton, 1988).  
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Figure 2.3 Disconfirmations and Expectations Model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Patterson (1993)  
 
 The Nordic Model 
The Nordic model proposed by Grönroos (1984) proposes that  service quality is based 
on functional and technical elements. Basically service quality is perceived by 
customers to have two dimensions namely a technical or outcome dimension and a 
functional or process-related dimension (Grönroos, 1982).  
The concept of technical quality refers to what the consumer receives from the service, 
or the outcome of the service process. Meanwhile, the functional quality of the service 
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refers to the way the service is delivered as reflected in the consumer’s perceptions of 
interactions that occur during the service encounter (Dagger & Lawley, 2003). 
Figure 2.4 Two Service Quality Dimensions 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Grönroos (1990) 
 
The model implies that having high technical quality is not enough, without good 
functional quality. Both technical and functional qualities are interrelated dimensions. 
Corporate and/or local image is important to most services (Grönroos, 1990). It can 
impact the perception of quality in various ways. If, in the minds of the customers, the 
provider is good or has a favourable image, minor mistakes will probably be forgiven, 
but the image will be damaged if they occur often (Grönroos, 1990). Thus, it can be said 
that image is a filter of total quality (Grönroos, 1990).     
 Gap Model & SERVQUAL 
SERVQUAL is the service quality model that is most widely used by researchers. The 
model was developed by Parasuraman et al. (1988) and is based on a “gap” between 
expectations and performance across a range of service delivery aspects. It has therefore 
been termed a “gap model” (Zeithaml & Bitner, 2000; Zeithaml et al., 1990).  
Total Quality 
Image (corporate/local) 
Technical Quality of the 
Outcome: 
What 
Functional Quality of 
the Process: 
How 
 36
1. Provider Gap 1 – management does not understand what the customer 
expects. This results in service design and delivery that does not match the 
expectations of consumers  
2. Provider Gap 2 – management fails to design service standards that meet 
customer expectations. 
3. Provider Gap 3 – the service delivery fails to meet service standards. The 
people, processes, and systems fail to deliver the service to the necessary 
standards. 
4. Provider Gap 4 – the promises made by organization in external marketing 
communications do not match actual service delivery. That is, the 
organization promised what it could deliver. 
5. Customer Gap 5 – where customers’ perceptions of the service experiences 
does not match their expectations of the service performance and outcome.          
Parasuraman, et.al. (1988; 1985) used five key dimensions for evaluating their model’s 
service quality gaps. The dimensions were reliability, assurance, tangibles, 
responsiveness, and empathy (Parasuraman, et al., 1988; Parasuraman, et al., 1985). 
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Figure 2.5 Gaps Model of Service Quality 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Parasuraman et.al. (1985)  
 
 The Three-component model 
Based on SERVQUAL (Parasuraman, et al., 1988; Parasuraman, et al., 1985, 1991; 
Parasuraman, Zeithaml, & Berry, 1994) and the Nordic Model (Grönroos, 1990), Rust 
and Oliver (1994) presented a new model  namely the three-component model of 
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service quality. The model included three components which were service product, 
service delivery, and service environment.  
Service quality was the consumer’s overall perception of the service offering and 
outcome including any additional services that accompanied its delivery. Service 
delivery was the interaction between customer and an organisation that was necessary to 
deliver the service. The service environment was the internal culture of the organization 
and its external or physical surroundings.  
Figure 2.6 The Three Component Model of Service Quality 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Rust & Oliver (1994) 
 
 Hierarchical Approach 
A new way of measuring service quality performance in the twentieth century was 
introduced by Brady and Cronin (2001). The model showed three different levels of 
service quality dimensions in an hierarchical manner. 
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The first level reflected the customer’s overall service quality perceptions. The second 
level revealed the primary dimensions that customers use to evaluate service quality 
namely Interaction Quality, Physical Environment Quality, and Outcome Quality. The 
third level identified the sub-dimensions and individual items that made up the primary 
dimensions in the model. 
Brady and Cronin (2001) suggested that management can be assisted to understand how 
customers assess the quality of their service experience. They also pointed out that the 
model addressed three basic issues: (1) what defines service quality perceptions, (2) 
how service quality perceptions are formed, and (3) the importance of where a service 
experience took place. 
This section has highlighted the various ideas that have been put forward with respect to 
the issues that influence service quality. It can be seen that while these concepts have 
overlapped to some extent they have also on occasion introduced different influences. 
The consensual view that can be drawn from the material that has been presented, is that 
influencers of service quality will vary with different circumstances and that therefore a 
contingency based approach will be the best way to proceed in any given circumstance. 
However, this coverage has also highlighted the possible aspects that will need to be 
taken into account when designing a measure of e- service quality 
2.4.2. Concept of e-service quality 
E-service quality can be defined as customers’ perceptions of the outcome of a service 
along with recovery perceptions if a problem should occur (Collier & Bienstock, 2006). 
The statement does not only highlight the importance of considering the issues during 
an online transaction, but also highlights the importance of considering the issue of 
service recovery in e-service quality (Collier & Bienstock, 2006).  
 Parasuraman et al. (2005) also proposed a definition of e-service quality namely that e-
service quality is the extent to which a website facilitates efficient and effective 
shopping, purchasing and delivery of products and services.  
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Another definition that has been offered was that e-service quality is the overall 
customer evaluations and judgements regarding the excellence and quality of e-service 
delivery in the virtual market place (Santos, 2003). E-service quality has  also been 
defined as an interactive, content-centered and Internet-based customer service, driven 
by the customer and integrated with related organizational customer support processes 
and technologies with the goal of strengthening the customer-service provider 
relationship (de Ruyter, Wetzels, & Kleijnen, 2001). 
To date, research into e-service quality can be grouped into two broad categories 
(Cristobal, et al., 2007). The first category is focussed on online retailing service quality 
and the second category on web site quality: 
1. Online retailing service quality 
The E-SQ or E-S-Qual scale was developed by Zeithaml & Bitner (2000) and 
Parasuraman et al. (2005). The scale defined the degree to which a web site facilitates 
effective and efficient purchasing. Originally, the scale was comprised of 11 dimensions 
(Zeithaml, Parasuraman, & Malhotra, 2000), however, a later study reduced it to seven 
dimensions (Parasuraman, et al., 2005). Apart from E-S-Qual, Parasuraman et al. (2005) 
also pointed out that there could be an E-RecS-Qual. E-S-Qual would be used to 
measure the quality of a service delivered by a web site, while E-RecS-Qual would be 
focused on handling service problems and inquiries, and only being relevant to 
customers who had had non-routine encounters with sites (Parasuraman, et al., 2005).  
Research that related to this category has also been carried out by researchers such as 
Cox and Dale (2001), Wolfinbarger and Gilly with their eTailQ (2002), Madu and 
Madu (2002), and Cristobal et al. (2007) with PeSQ.   
2. Web site design quality  
There are some related studies of e-service quality that mainly focus on web site quality. 
Yoo and Donthu (2001), for example developed a scale named SITEQUAL. It measured 
customer perceived quality of an online shop. Barnes and Vidgen (2002) proposed a 
measurement of e-service quality called WebQual as did Loicacono, Watson, & 
Goodhue (2000). Liu and Arnett (2000) also identified  four factors for e-service 
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quality. Other research was also carried out to produce an e-service quality dimension 
called NetQual (Bressolles, 2008). 
Research into e-service quality has also been conducted by practitioners. Approaches 
have ranged from questioning consumers after they have completed the purchase (e.g. 
bizrate.com, directpanel.com) and the evaluation of sites by professional experts 
(Gomez.com) (Bressolles, 2008).    
Based on the previous discussion, there is still no consensus as to the components of e-
service quality especially in e-retailing. Both groups of scholars (online retailing service 
quality and web site design quality) utilise interchangeable terms as well as scales in 
defining and measuring e-service quality.  
In summary, since it encapsulates the broad sweep of possible future influences on 
service quality, this study will use the definition of e-service quality as proposed by 
Santos (2003), namely that e-service quality is the overall customer evaluations and 
judgements regarding the excellence and quality of e-service delivery in the virtual 
market place. This definition is appropriate since the evaluations and judgements of 
service quality are done by customers for services they have received in purchasing 
products in an online environment or virtual market. Further, in contrast to their 
evaluation of traditional service offerings, customers are less likely to evaluate each 
sub-process in detail during a single visit to a Web site; rather, they are likely to 
perceive the service as an overall process and outcome (van Riel, Liljander, & Jurriëns, 
2001).   
2.5. Perceived e-Value 
Perceived value has been widely researched in management especially in the marketing 
area. This section describes the concept of perceived value by customers in both 
traditional and electronic business environments. In order to gain more insight into 
perceived e-value, the discussion in this section will be started with the perceived value 
concept as a basis and will be followed by a discussion of the concept of perceived e-
value   
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2.5.1 The concept of perceived value 
The word value is used in many academic articles especially in relation to business and 
marketing. Value is not only important for business, but also for consumers and value in 
relation to business has been identified as being important by many researchers (such as 
Albrecht, 1992; J. C. Anderson & Narus, 1999; Hellier, Geursen, Carr, & Rickard, 
2003). According to Albrecht (1992), the only thing that matters in the world of quality 
is delivering customer value i.e. doing things well to win and keep the customer’s 
business. Anderson & Narus (1999), have stated that value is the cornerstone of 
business market management because of the predominant role that functionality or 
performance plays in business markets  According to Sweeney, Soutar, & Johnson 
(1999) the creation of outstanding consumer value is the only secure route to achieving 
sustainable financial and market success. 
There are many definitions of perceived value, Zeithaml (1988) proposed a definition of 
perceived value as the consumer’s overall assessment of the utility of a product based 
on perceptions of what is received and what is given. Monroe (1990) defined it as the 
trade-off between benefits and sacrifices. Others defined perceived value as the 
customer’s overall appraisal of the net worth of the service, based on the customer’s 
assessment of what is received (benefits provided by the service), and what is given 
(costs or sacrifice in acquiring and utilising the service) (Hellier, et al., 2003). Value can 
also be simply defined as the ratio or trade-off between quality and price (Sweeney, 
2003). A similar definition was also proposed by Kotler & Keller (2006) who  defined 
customer perceived value as the difference between the prospective customer’s 
evaluation of all the benefits and the costs of an offering and the perceived alternatives.  
Other scholars found that the concept of value is more complex than simply being based 
on benefits and sacrifices (So & Sculli, 2002) and can be grouped into four consumer 
expressions of value as proposed by Zeithaml (1988): 
 Value is price – which one is on sale. 
 Value is whatever I want in a product. 
 Value is the quality I get for the price I pay. 
 Value is what I get for what I give. 
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 The first value definition mainly concerns price, where people describe value in terms 
of low price or equate value with price (Zeithaml, 1988). The second definition of value 
emphasises the benefits from the product as the most important component of value. It 
can be defined as utility, that is, a subjective measure of the usefulness or want 
satisfaction that results from consumption (Zeithaml, 1988). The third definition 
conceptualizes value as a trade-off between a “give” component of price, and a “get” 
component of quality (Zeithaml, 1988). In other words, value is a simple quality-price 
trade-off (Sweeney, 2003). The fourth definition conceptualises value as a ratio of 
attributes weighted by their evaluations divided by price weighted by its evaluation 
(Zeithaml, 1988).  
Zeithaml (1988) summed up the four consumer expressions of value,  to create an 
overall definition namely that perceived value is the consumer’s overall assessment of 
the utility of a product based on perceptions of what is received and what is given. The 
important aspect to note in defining value is that it is the consumer who defines what 
they perceive as value (Sweeney, 2003). 
Values in terms of market values can be universal, personal or both (Sheth, Mittal, & 
Newman, 1999). Universal values are values that satisfy the needs of customers; while 
personal values are those that satisfy the wants of customer (Sheth, et al., 1999). 
Personal values differ from universal values because wants differ from needs; indeed 
different persons can have different wants.  
Sheth et al. (1999) also segmented customers into three categories based on their roles. 
The roles of the customer were considered to be user, payer, and buyer. The roles of the 
customer also lead to a differentiation between values. 
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Figure 2.7 Matrix of Values and Customer Roles 
 USER PAYER BUYER 
Universal Values Performance value Price value Service value 
    
Personal Values: 
Group-specific 
Social value Credit value Convenience value 
    
Individual-specific Emotional value Financing value Personalization value 
 
Source: Sheth et al. (1999) 
A customer as a user requires performance value for the universal values, social value 
for the personal group-specific values, and emotional value for the individual-specific 
personal values. As a payer, a customer requires price value as the universal values, 
credit value as the group level personal values, and financing value at the individual 
level. As a buyer, a customer has different values being service value in the universal 
values stage, convenience value in the personal group-specific values stage, and 
personalization value in the individual-specific stage. 
Woodruff (1997) introduced the concept of customer-driven value. Customer value is 
defined as a customer’s perceived preference for and evaluation of those product 
attributes, attribute performances, and consequences arising from use that facilitate (or 
block) achieving the customer’s goals and purposes in use situations (Woodruff, 1997). 
The definition consequently led to a hierarchical model of customer value. 
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Figure 2.8 Customer Value Hierarchical Model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Woodruff (1997) 
 
The customer value hierarchy suggested that customers conceived a desired value in a 
means-end way. Starting at the bottom of the hierarchy, customers learn to think about 
products as bundles of specific attributes and attribute performances (Woodruff, 1997). 
Furthermore, when purchasing and using the product, they form desires or preferences 
for certain attributes based on their ability to facilitate achieving desired consequence 
experiences, reflected in value in use and possession value, in the next level up in the 
hierarchy (Woodruff, 1997). Customers also learn to desire certain consequences 
according to their ability to help them achieve their goals and purposes (Woodruff, 
1997).  
2.5.2 Concept of perceived e-value 
Studies of perceived value in an online environment or perceived e-value are scarce. 
There have been only a few recent studies that have focussed on this area of research 
such as Mathwick et al. (2001; 2002), Chen and Dubinsky (2003), and Heinonen (2006; 
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2009). These studies have adopted different points of view in terms of conceptualizing 
online perceived value. 
Although these studies have examined perceived value in a digital environment, that is 
believed to be very different from a traditional business environment, they have utilized 
the same definitions that have been used for a traditional business environment (J. M.-S. 
Cheng, Wang, Lin, & Vivek, 2009; T. Lee & Jun, 2007; Mathwick, et al., 2001).  
Chen & Dubinsky (2003) defined perceived e-value as a consumer’s perception of the 
net benefits gained in exchange for costs incurred in obtaining the desired benefit. 
Another definition was suggested by Lee & Jun (2007) that perceived e-value is the 
degree to which a person believes that receiving context-relevant information or 
services would enhance his or her purchase performance. 
Another definition of perceived e-value was proposed by Heinonen (2006) as the 
perceived outcome of the trade-off of benefit and sacrifice of technical, functional, 
temporal, and spatial dimensions. The technical dimension related to the outcome of 
service interaction, and the functional dimension involved customer perceptions of the 
process and how the service interaction occurred (Heinonen, 2006). The temporal 
dimension referred to customer perceptions of the time when the service interaction 
occurred, whereas the spatial dimension denoted perceptions of the location where the 
service interaction occurred (Heinonen, 2006).     
A definition proposed by Chen & Dubinsky (2003) comprehensively covered all of the  
aspects of perceived e-value, and this research will define perceived e-value as a 
consumer’s perception of the net benefits gained in exchange for costs incurred in 
obtaining the desired benefit (Z. Chen & Dubinsky, 2003).    
2.6. E-Satisfaction 
Interest in the importance of customer satisfaction is not only in relation to business 
practices, but also comes from marketing scholars. Businesses are experiencing 
tremendous competition and therefore a focus on maintaining customer satisfaction and 
even increasing its level has become critical for businesses so as to keep their customers 
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loyal (Cronin, Brady, & Hult, 2000; Dimitriades, 2006; Drake, Gwynne, & Waite, 1998; 
Hallowell, 1996), and econometric techniques have been applied in attempts to measure 
customer satisfaction at the level of firms, industries, economic sectors, and even 
national economies (Hill & Alexander, 2006). In this thesis, the modelling process that 
will be used is an expansion of an economic modelling approach.  
 
The interest in measuring satisfaction shows that customer satisfaction is becoming 
more and more important not only at the corporate level but also at a national level. At 
the corporate level, measuring customer satisfaction will help enterprises to evaluate the 
performance of their products or services and enable them to make adjustments to 
satisfy their customers. Following the development of The Swedish National Barometer 
(Fornell, 1992) which was then followed by The American Customer Satisfaction Index 
(Fornell, Johnson, Anderson, Cha, & Bryant, 1996), the use of a national satisfaction 
index has also been adopted by many countries around the world. The USA customer 
satisfaction index (ACSI) has been carried out annually. It covers 44 industry sectors, 
with more than 200 companies and federal or local government agencies (ACSI, 2009) 
and the information is collected on both a yearly and quarterly basis.   
In the academic field, research into customer satisfaction has been conducted by many 
scholars. Nevertheless, there are still differences in the viewpoints as to the concept and 
definition of customer satisfaction as well as in the methods of conducting research.  
The next section therefore firstly examines the various definitions and concepts of 
customer satisfaction, and then follows with a discussion of the concept of e-
satisfaction. 
2.6.1. Concept of satisfaction 
Customer satisfaction has been defined and conceptualized from many different 
viewpoints. A definition of satisfaction in the service industry was suggested by Hellier 
et al. (2003), they defined satisfaction as the degree of overall pleasure or contentment 
felt by the customer, resulting from the ability of the service to fulfil the customer’s 
desires, expectations and needs in relation to the service (Hellier, et al., 2003).  
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A previous definition of customer satisfaction was offered by Howard & Sheth (1969). 
They suggested that satisfaction was the buyer cognitive state of being adequately or 
inadequately rewarded for the sacrifice undergone. According to Oliver, (1981), this 
definition contained an element of appraisal and comparison between rewards and costs. 
Another early definition suggested that satisfaction is a consumer’s post purchase 
evaluation of the overall service experience (process and outcome) (Hunt, 1977). It is an 
affective (emotional) state or feeling or set of reactions in which the customer’s needs, 
desires, and expectations during the course of the service experience have been met or 
exceeded (Hunt, 1977). In summary it was concluded that satisfaction was an evaluation 
as to whether the (product) experience was at least as good as it was supposed to be, in 
effect, an evaluation of an emotion (Hunt, 1977). 
Oliver (1981) defined satisfaction as a summary psychological state resulting from 
when the emotion surrounding disconfirmed expectations is coupled with the 
customer’s prior feelings about the consumption experience. The latest definition  
proposed by Oliver (1997) was that satisfaction was the consumer’s fulfilment response 
as it is a judgement that the features of a product or service or the product or service 
itself, provide a pleasurable level of consumption related fulfilment, including levels of 
under or over-fulfilment.   
Churchill & Surprenant (1982) defined satisfaction as a post-consumption evaluative 
judgement concerning a product or a service. Moreover, Bearden & Teel (1983) 
suggested that it was a positive outcome from the outlay of scarce resources. Other 
scholars have proposed slightly different definitions, such as, satisfaction being  defined 
as an overall evaluation based on the entire purchase and consumption experience with 
a product over time (Johnson & Fornell, 1991). Another definition was  that satisfaction 
should be conceptualized as an overall post-consumption affective response by the 
customer (Zins, 2001). 
Based on the definitions of satisfaction listed above, one can sum up that satisfaction is 
an evaluation by a customer associated with the consumption of a product or service. 
However, this evaluation can not only be viewed in a simple way as a single post-
purchase evaluation, but can also be seen in a complex manner as an entire purchase and 
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consumption experience over a long period of time. Satisfaction is also related to 
whether a product or service fulfils a customer’s expectations, needs, desires as well as 
emotions or feelings.      
2.6.2. Concept of e-satisfaction 
Unlike customers in a traditional retail environment, customers in an online 
environment use information technology or the Internet for browsing and purchasing 
products and services. Customers can purchase from their homes at any time that they 
wish and can receive the items at home simply by clicking a mouse.  
The simplicity of the buying process in online purchasing has implications for the 
purchasing stages that differ from the five layers in a traditional business environment 
to only three layers in online purchasing (Kalakota & Whinston, 1996). They suggested 
that the first stage is a pre-purchase activity (need recognition and searching the web), 
the second is a purchase completion activity (selection and payment), and the third is a 
post purchase activity (awaiting delivery, word-of-mouth etc). 
In an online retailing environment, customers were found to become more involved in 
the purchase and at the same time to be more individualistic and less influenced by peer 
pressures (Otto & Chung, 2000). Furthermore, the intermediation of a computer in the 
buying process created a series of new interactions, expectations and experiences all of 
which must have had some impact on satisfaction (H.-R. Kim, 2005).  
Holland & Menzel-Baker (2001) stated that web site satisfaction related to stickiness 
and to the sum of all the web site qualities that induced visitors to remain at the web site 
rather than to move to another site. According to Anderson and Srinivasan (2003), 
online satisfaction or e-satisfaction was defined as “…the contentment of the customer 
with respect to his or her prior purchasing experience with a given electronic firm”. 
Another definition by Cyr et al. (2008) stated that e-satisfaction refers to the fulfilment 
of the user’s need and expectations, and that overall the web is perceived as satisfactory.  
While focussing on non-economic aspects, Sanchez-Franco, et al. (2009) defined e-
satisfaction as the favourable affective response of customers who find the cumulative 
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service interaction rewarding fulfilling and stimulating. This definition by Sanchez-
Franco, et al. (2009), that e-satisfaction is the favourable affective response of 
customers who find the cumulative service interaction rewarding fulfilling and 
stimulating is an encapsulation of the range of definitions that have been developed over 
the years and will therefore be the definition that will be used in this thesis research 
2.7. E-Security 
Despite the absence of anxiety in a traditional service environment, security is one of 
the major concerns in an electronic service environment before consumers are prepared 
to carry out online transactions (Casaló, et al., 2007; Drennan, 2003; Poon, 2008; Roca, 
García, & de la Vega, 2009).  A key issue that customers consider when deciding 
whether or not they can trust a web site and use the internet as a medium for purchase 
transactions, is its security (Drennan, 2003; Roca, et al., 2009). In addition, although the 
volume of Internet transactions has increased in recent years, many customers still avoid 
using a credit card because of security concerns. 
Security refers to the technical guarantees that ensure that the legal requirements and 
good practices with regard to privacy will be effectively met (Casaló, et al., 2007). 
Furnell & Karweni (1999) have suggested that there are three e-commerce security 
issues, namely security at the user’s site, security during transport of data, and security 
at the merchant’s site. The first issue includes physical access control of the machine 
and user authentication and authorisation. The second issue involves confidentiality and 
data integrity in the process of data transference. The last concern is about secure 
storage of user information, user’s privacy protection and authentication of parties 
involved. 
Security involves both managerial and technical measures to protect against the loss and 
unauthorised access, destruction, use, or disclosure of data (Shalhoub, 2006). 
Managerial measures include internal managerial measures that limit access to data and 
ensure that those individuals with access do not utilize data for unauthorized purposes 
(Shalhoub, 2006). Technical security relates to measures to prevent unauthorized 
access. These include encryption in the transmission and storage of data; limits on 
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access through the use of passwords; and the storage of data on secure servers or 
computers that are inaccessible by modem (Shalhoub, 2006). 
Regarding security in electronic medium transactions, efforts have been made to 
increase the security of transactions. A secure sockets layer (SSL) protocol that was 
developed by Netscape has been the most common approach used to secure current 
online transactions (Furnell & Karweni, 1999). This protocol allows encryption of 
messages, message integrity and provides an authentication service that is used during 
TCP/IP connection.  TSL or transport secure layers is an advancement of SSL (version 
3 SSL) and has been used as a new protocol to encrypt transferred data (Furnell & 
Karweni, 1999).  
Another standard used in an online payment transaction is SET (secure electronic 
transaction). This security standard has been developed by the major credit card 
companies that have published it as an open specification applicable to any payment 
service (Furnell & Karweni, 1999). It addresses several security needs specific to 
electronic commerce (Furnell & Karweni, 1999): 
- “privacy of payment data and confidentiality of order information transmission;  
- authentication of cardholder for a branded bankcard account using digital 
signature and cardholder certificate; 
- authentication of the merchant to accept credit card payments using digital 
signature and merchant certificate; 
- payment information integrity is ensured by the use of digital signature; 
- special purpose certificates; 
- non-repudiation for dispute resolution.” 
Internet security refers to perceptions of security regarding the means of payment and 
the mechanism for storing and transmission of information (Kolsaker & Payne, 2002). 
Perceived insecurity can be defined as a threat that creates a circumstance, condition, or 
event with the potential to cause economic hardship to data or network resources in the 
form of destruction, disclosures, modification of data, denial of service, and/or fraud, 
waste and abuse (Kalakota & Whinston, 1997). Perceived security may be defined as 
the subjective probability with which consumers believe that their personal information 
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(private and monetary) will not be viewed, stored, and manipulated during transit and 
storage by inappropriate parties but will be managed in a manner consistent with their 
confident expectations (Flavián & Guinalíu, 2006).  
In summary, e-security as examined in this research is related to online customers’ 
perceptions of the security of an online retailer with whom they are dealing. Customers 
have a need to ensure that there are negligible threats of any disclosure or manipulation 
of information provided to an e-retailer by unauthorised third parties that will 
potentially lead to economic harm.  
Based on a summary of the various considerations applying to internet security that 
have been outlined, this research  has employed a definition of e-security as defined by 
Flavián & Guinalíu (2006). This is as the subjective probability with which consumers 
believe that their personal information (private and monetary) will not be viewed, 
stored, and manipulated during transit and storage by inappropriate parties in a manner 
consistent with their confident expectations (Flavián & Guinalíu, 2006), This definition 
is considered to encapsulate all of the various possible definitions..  
2.8. E-Commitment 
Commitment has long been  one of the central topics of the relationship marketing 
literature, as it was a major characteristic of relationship marketing models (Bansal, 
Irving, & Taylor, 2004; Fullerton, 2005; Wetzels, de Ruyter, & van Birgelen, 1998; 
Young & Denize, 1995). Commitment referred to an implicit or explicit pledge of the 
continuity of a relationship between exchange partners (Wetzels, et al., 1998). Scanzoni 
(1979). The discussion of commitment in this section falls into two sub-sections. The 
first will discuss definitions and concepts of commitment as used in a conventional 
business environment, and the second sub-section will discuss the commitment 
definitions and concepts in a digital environment. 
2.8.1. Concept of commitment 
Scholars have used many ways of defining commitment. In a business relationship, 
commitment has been defined as a desire to develop a stable relationship, a willingness 
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to make short-term sacrifices to maintain the relationship and a confidence in the 
stability of the relationship (E. W. Anderson & Weitz, 1992). Commitment was thus 
seen to involve a short-term sacrifice to build and maintain a relationship and to build 
confidence in that relationship.   
Commitment was defined by Iniesta (2000) as “…a psychological state generated by an 
individual’s perceptions, beliefs and emotions which provoke the willingness or 
intention of developing and maintaining a stable and durable relationship, because the 
individual wants it or feels that she/he should make it, and which manifests itself in a 
behaviour which bears certain obligation”. Morgan & Hunt (1994, p. 23) defined 
commitment as “…the belief of an exchange partner that the ongoing relationship with 
another is so important as to warrant maximum efforts at maintaining it”. Both 
definitions stated that commitment relates to beliefs and relationship maintenance which 
means that commitment, involves an emotional bond and is obtained from a long 
standing relationship.    
When conceptualizing customer commitment, recent studies have identified that there 
are two distinct types of commitment namely affective and continuance (calculative) 
commitment (e.g. Bansal, et al., 2004; Dimitriades, 2006; Fullerton, 2003). This 
distinction led to different antecedents, contents and consequences for both affective 
and continuance (calculative) commitment (Zins, 2001). Affective commitment refers to 
a kind of emotional bonding that is reflected in the consumer’s sense of belonging and 
involvement with a service provider (Fullerton, 2003; Rhoades, Eisenberger, & Armeli, 
2001). Meanwhile, continuance (calculative) commitment is the way that the customer 
is forced to remain loyal against his/her desire (de Ruyter, Wetzels, & Bloemer, 1998). 
Furthermore, in continuance commitment customers can be committed to an 
organization because they feel that ending the relationship involves an economic or 
social sacrifice or because they have no choice but to maintain the current relationship 
(Fullerton, 2005).   
2.8.2. Concept of e-commitment 
Unlike in a conventional business environment, the study of commitment in an 
electronic business environment is still very limited. Most studies in an online 
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environment have not mentioned any specific definitions of e-commitment. Based on a 
definition developed by Beatty and Kahle (1988), Luarn & Lin (2003) defined e-
commitment as a consumer’s psychological attachment to an e-service that develops 
before a customer is able to determine their repeat purchase behaviour. 
Other research that studied commitment in an online environment was by Park and Kim 
(2003). They emphasized that commitment, as it had been found in a traditional 
environment (Dwyer, Schurr, & Oh, 1987; Morgan & Hunt, 1994) and that it had also 
been found to be an enduring desire to maintain a valued relationship or a tendency to 
resist change (Moorman, Zaltman, & Deshpande, 1992; Pritchard, Havitz, & Howard, 
1999).  
This study focuses on affective commitment, which is related to emotional relationships 
rather than to continuance or calculative commitment that involve economic or social 
sacrifices. Furthermore the definition of e-commitment used in this study is as defined 
by Fullerton (2003) and Rhoades, et al. (2001) as their definition is considered to be the 
best for describing effective commitment. Moreover, e-commitment is a kind of 
emotional bonding that is reflected in the consumer’s sense of belonging and 
involvement with an e-store.  
2.9. E-Trust 
Both concepts of trust in conventional business and online business are discussed in this 
section to reveal the conceptualisation of trust. The discussion starts with the concept of 
trust and is followed by a discussion of the concept of e-trust.    
2.9.1. Concept of trust 
The Oxford English Dictionary defines trust as “(1) to rely or have conviction about the 
quality or attributes of a person or an object, (2) to accept or approve of something 
without investigation, or evidence, (3) an expectation about something, (4) attribute of 
reliable value; honesty; credibility, loyalty”. So & Sculli (2002), summarised trust in the 
context of business transactions in that “(1) it is about the relationship between different 
parties, (2) it takes time to build and nurture the relationship, (3) the relationship 
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involves the exchange of tangible and/or intangible favours (4) it is needed whenever 
parties recognise the existence of any risks or uncertainty, and (5) when it exists the 
exchange can be carried out more smoothly.” The significance of those points is that 
according to (So & Sculli, 2002), this situation exists in all business transactions and the 
existence of these elements of trust are crucial for business success since they give 
many advantages to businesses.  
Trust is defined as a willingness to rely on an exchange partner in whom one has 
confidence (Moorman, et al., 1992).  Furthermore, these authors  noted that trust can be 
viewed on the basis of two general approaches (Moorman, et al., 1992). First of all, trust 
has been viewed as a belief, sentiment, or expectation about an exchange partner’s 
trustworthiness that results from a partner’s expertise, reliability, or intentionality 
(Moorman, et al., 1992). Secondly, trust can be viewed as a behavioural intention or 
behaviour that reflects a reliance on a partner that involves vulnerability and uncertainty 
on the part of the trusted person (Moorman, et al., 1992). Trust is also defined as a 
belief that one party can rely on a word or promise given by another party, and that it 
can help to develop or maintain a relationship between two parties (Zaltman & 
Moorman, 1988). 
Other scholars have defined trust as a psychological state comprised of the intention to 
accept vulnerability based on positive expectations of the intention or behaviours of 
another (Rousseau, Sitkin, Burt, & Camerer, 1998). Consistently, therefore, trust is 
defined as the willingness of a party to be vulnerable to the actions of another party 
based on beliefs about the other party’s ability, benevolence, and integrity (Mayer, 
Davis, & Schoorman, 1995). 
2.9.2 Concept of e-trust 
It is believed that online trust could be considered to be different from offline trust 
because of the physical distance between the buyer and the seller, the absence of sales 
people, and the separation between buyer and product (Yoon, 2002). The difference can 
also occur because of the absence of a simultaneous existence in time and space, as well 
as the absence of human network attributes (i.e. audio, video, and sensual) (Mukherjee 
& Nath, 2007). 
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In a digital environment the role of trust is even more significant; many people do not 
want to make an online purchase due to a lack of trust. People with a lack of trust will 
perceive high risks of online transactions (Chang & Chen, 2008), and as their level of 
trust increases so will their willingness to make online purchases. It is reasonable to 
expect that there will be a higher degree of consumer concern about purchasing online 
in comparison with carrying out an equivalent transaction using an offline channel 
(Hoffman & Novak, 1996).  
In line with Yoon (2002), the absence of a physical interaction between buyer and 
seller, absence of a sales person, and the separation between buyer and product can 
cause a consumer difficulty in effectively evaluating the products offered or checking 
the identity of the seller. Additionally, in an online transaction a consumer has to pay 
the purchase price prior to the delivery of the goods or services using a credit card or 
other payment method that is potentially subject to fraudulent behaviour by the seller or 
third party. Indeed, the risks will also exist when a product or service is delivered that 
might not meet a customer’s expectations due to inferior quality or the customer may 
never receive the product or service that was purchased. The risks the internet consumer 
appears to have to face are therefore extremely high (Koufaris & Hampton-Sousa, 
2002). Furthermore, it is reasonable to expect that the development of trust via the 
Internet will be more difficult than in the case of traditional channels (Bitting & 
Ghorbani, 2004). 
E-trust has been conceptualized as  the psychological state of willingness to depend on 
another person or organization (Turban, et al., 2008). More specifically in a business 
environment, writers have defined e-trust as representing general beliefs about an online 
vendor (Gefen & Straub, 2004; Jarvenpaa, Tractinsky, & Vitale, 2000).  
The essence of the different concepts about e-trust have been encapsulated in the 
definition of Turban, et al. (2008) namely that it is "...the psychological status of 
willingness to depend on another person or organization". This definition will therefore 
be used in this thesis research. 
These definitions are summarised in the following table: 
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Table 2.2. Definitions Used in the Thesis 
Construct Page Definition 
e-commerce 41 The use of the Internet and web 
technology to transact business 
e-tailing 43 e-tailing is retailing conducted online 
over the Internet 
e-tailers 43 e-tailers are those businesses who 
conduct their retail business online 
e-loyalty 50 e-loyalty is a customer’s favourable 
attitude towards an online store and the 
customer’s intention to purchase from 
the same online store 
e-service quality 58 e-service quality is the overall customer 
evaluations and judgement regarding 
the excellence and  quality of e-service 
delivery in the virtual marketplace 
Perceived e-value 65 Perceived e-value is a customer’s 
perception of the net benefits gained in 
exchange for costs incurred in obtaining 
the desired benefit    
e-satisfaction 69 The favourable affective response of 
customers who find the cumulative 
service interaction rewarding fulfilling 
and stimulating 
e-security 71 The subjective probability with which 
consumers believe that their personal 
information  (private and monetary) 
will not be viewed, stored and 
manipulated during transit and storage 
by inappropriate parties in a manner 
consistent with their confident 
expectations. 
e-commitment 73 A kind of emotional bonding that is 
reflected in the consumer’s sense of 
belonging and involvement with a 
service provider. 
e-trust 76 The psychological status of willingness 
to depend on another person or 
organisation 
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2.10. Conclusion 
This chapter has discussed definitions and basic concepts of the terms used by many 
scholars in the areas related to this research. The chapter has also provided a basis for 
the subsequent parts of this thesis as well as providing an understanding of the 
definitions and concepts for the model that will be developed and examined in this 
research. 
This chapter has examined both non e-retailing influences and e-retailing influences. 
There is a degree of similarity between both of these two forms of retailing. The names 
of the constructs influencing non e-retailing and e-retailing are not different. However, 
what is different are the constituents of these constructs with there being different 
constituents in the case of the two types of retailing largely because of the differences in 
the means of communications via face-to-face interaction and digitally based 
interactions and the physical distances between buyers and sellers.     
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CHAPTER 3  
LITERATURE REVIEWS - RESEARCH MODEL 
 
3.1. Introduction 
This chapter develops a model of e-loyalty from theoretical foundations. It discusses 
research issues in relation to the study. Research issues were developed based on the 
literature as well as reviews of relevant theories to support hypotheses as an answer to 
the research questions. This chapter also encompasses the research problem, research 
objectives, research questions and research hypotheses. 
Figure 3.1 Structure of Chapter Three 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
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 60
3.2. Research problem 
E-loyalty has been researched for two decades since the birth of e-tailing business over 
the Internet. Nevertheless those researches were still unsuccessful in exploring the 
complexity of e-loyalty and they were split into different points of view as well as  basic 
theories. In addition, there has been a dearth of studies in  developing countries and this 
has meant that the theory has thus far been developed on the basis of the behaviour of 
developed country consumers. However, it has been well documented by writers such 
as Hofstede (1991) and Trompenaars (1994) that there are major differences in the 
behaviours of people in different types of countries and therefore there might well be 
major differences in the orientation of consumers to e-tailing in such countries.  
The need for a comparative study of the differences in the complexity of e-loyalty 
between developed and developing countries has also emerged since there is little that 
has been done in order to explore this issue. This study therefore examines the 
following research problem: 
“How is e-loyalty constructed, what are the factors that influence it in developing 
and developed countries and to what extent do these influences vary between these 
different types of countries?” 
3.3. Research objectives 
The first objective of this research was therefore to investigate the complexity of e-
loyalty and the interrelationships between the factors influencing e-loyalty. This 
research was designed to examine several factors that were considered conceptually and 
empirically as factors that influenced e-loyalty. The investigation was carried out 
simultaneously in both a developed and a developing country and the findings in each 
of these countries were then compared in order to address the secondary objective for 
this research. 
The thesis thus has two objectives: 
1. To examine the nature of the interrelationships between the factors 
influencing e-loyalty.  
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2. To investigate whether there are any differences in the interrelationships 
between these factors and their associations with e-loyalty between 
developing and developed counties. 
3.4. Research questions and hypotheses 
In order to achieve the objectives as mentioned above and to resolve their associated 
research questions, a series of hypotheses were developed and tested. The following 
sub-sections describe the details of each question and the related hypotheses.  
3.4.1 Examining the nature of the interrelationships between the 
factors influencing e-loyalty 
In order to achieve the thesis objective, two research questions were proposed. The first 
question dealt with the nature of the interrelationships between the factors influencing e-
loyalty in a developing country. So the first question was: what are the nature of the 
interrelationships between the factors influencing e-loyalty in a developing country? 
The second question dealt with the interrelationships between factors influencing e-
loyalty in a developed country. Furthermore, the second question was: what is the 
nature of the relationship between the factors influencing e-loyalty in a developed 
country?  
3.4.1.1 The relationship between e-service quality and e-satisfaction 
E-service quality has long been recognized as one of the key determinants of online 
retailer success (Zeithaml, et al., 2000). Many studies into the e-service environment 
have identified that there was a relationship between e-service quality and e-satisfaction.  
Research conducted by Wolfinbarger & Gilly (2003) also showed the existence of a 
relationship between e-service quality and e-satisfaction. The e-TailQ measurement 
used by the researchers showed that overall e-service quality had a significant and 
positive relationship with e-loyalty. The first dimension of e-TailQ, fulfilment/reliability 
was found to be the strongest predictor of e-satisfaction (Wolfinbarger & Gilly, 2003). 
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The second most significant predictor of e-satisfaction was website design 
(Wolfinbarger & Gilly, 2003).  
It  was also found that there was a significant and positive relationship between, the 
third dimension of e-TailQ, customer service, and e-satisfaction (Wolfinbarger & Gilly, 
2003). Another dimension of e-TailQ namely security/privacy was also found to be 
significantly and positively related to e-satisfaction (Wolfinbarger & Gilly, 2003).  
Research by Ribbink, et al. (2004) into the relationship between e-service quality and e-
satisfaction showed the existence of a relationship.  It was found that e-satisfaction was 
largely explained by the variance in service quality. The study also showed that all 
dimensions of e-service quality had a significant and positive effect on e-satisfaction. 
Assurance and e-scape exhibited the strongest influence on e-satisfaction. Ease of use 
also had a positive and significant impact on e-satisfaction. Although customization and 
responsiveness had the smallest influence on e-satisfaction, there was a significant and 
positive relationship of both customization and responsiveness with e-satisfaction 
(Ribbink, et al., 2004).  
A study carried out by Collier & Bienstock (2006) found that there was a significant 
relationship between e-service quality and e-satisfaction. E-service quality was 
determined on the basis of it being comprised of three dimensions, which were 
statistically proven to be related to e-satisfaction. The first dimension of e-service 
quality namely process quality, significantly affected e-satisfaction. The second 
dimension of outcome quality also yielded a significant relationship with e-satisfaction 
the third dimensions of e-service quality, recovery also significantly influenced e-
satisfaction. The study also found that the outcome quality of the online shop had the 
highest impact on e-satisfaction (Collier & Bienstock, 2006). 
Cristobal et al. (2007), used Perceived Service Quality (PeSQ) to assess the impact of e-
service quality on e-satisfaction. The research yielded a significant and positive effect 
between perceived e-service quality and e-satisfaction of online buyers (Cristobal, et al., 
2007). The research showed how perceived quality had a direct effect on the degree of 
consumer web site satisfaction (Cristobal, et al., 2007). Based on their research results, 
the authors  suggested that there is a need to develop user-friendly web sites which ease 
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consumer purchasing and searching, thus creating a suitable framework for the 
generation of higher satisfaction (Cristobal, et al., 2007). 
Sahadev & Purani (2008) examined the relationship between e-service quality and e-
satisfaction. In general, the study endorsed the view that better service quality as 
perceived by  a customer enhanced their satisfaction with the service provider (Sahadev 
& Purani, 2008). The study also explored the relationship between e-service quality and 
e-satisfaction using four dimensions of e-service as developed by Parasuraman et al. 
(2005). The first dimension of e-service quality, efficiency, was significantly related to 
e-satisfaction. The second dimension, namely system availability, had also a significant 
impact on e-satisfaction. Another dimension of e-service quality, privacy, was shown to 
be significantly related to e-satisfaction. One of the four dimensions of e-service quality, 
namely fulfilment had no relationship to e-satisfaction. 
Research carried out by Kim et al. (2008) showed that e-service quality played a 
significant role in e-satisfaction. In other words that e-satisfaction depended on e-
service quality. Furthermore, when customers perceived that the e-service quality of an 
online store was high it increased customer e-satisfaction. On the basis of this result, 
Kim et al. (2008) suggested that superior e-satisfaction originated from superior e-
service quality. 
Research by Kassim & Salaheldin (2009) showed that e-satisfaction was positively 
affected by e-service quality. The dimensions of e-service quality (ease of use, web site 
design or layout, responsiveness and assurance) also explained the variance in the  
dependent construct of customer satisfaction (Kassim & Salaheldin, 2009). 
These prior findings of the relationship of e-service quality to e-satisfaction become the 
foundation in putting this relationship into a research model. It shows the nature of the 
relationship between e-service quality and e-loyalty to be tested in this study. Therefore 
the relevant hypotheses for this research are: 
H1-1: In a developing country e-service quality is positively associated with e-
satisfaction. 
 
H2-1: In a developed country e-service quality is positively associated with e-
satisfaction. 
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The association between e-service quality and e-satisfaction is shown in figure 3.2 as 
follows. 
Figure 3.2. Step 1 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.2 The relationship between e-service quality and e-loyalty 
A relationship between e-service quality and e-loyalty was found in several studies. 
Overall, e-service quality had a positive and significant relationship to e-loyalty. There 
were four dimensions proposed as the determinants of e-TailQ namely, 
fulfilment/reliability, web site design, customer service, and security/privacy 
(Wolfinbarger & Gilly, 2003). Web site design was perceived by the customers to be 
the strongest predictor of e-loyalty (Wolfinbarger & Gilly, 2003). The second most 
influential dimension of e-loyalty was fulfilment/reliability (Wolfinbarger & Gilly, 
2003). Other dimensions of e-TailQ, namely, customer service and security/privacy, 
also had a significant impact on e-loyalty, yet the relationships between these 
dimensions and e-loyalty were not as strong as they were with the  second dimension 
(Wolfinbarger & Gilly, 2003). 
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A study of the relationship between e-service quality and e-loyalty was carried out by 
Parasuraman et al. (2005). The study found that e-loyalty was significantly influenced 
by e-service quality. The finding also examined the relationship between each of the e-
service quality determinants and e-loyalty. The study was carried out using two 
different e-stores, amazon.com and the online store provided by Walmart. The study 
found that e-loyalty was significantly affected by e-service dimensions in both e-stores. 
E-loyalty was significantly influenced by the e-service quality dimension of efficiency 
in both stores. For Walmart’s customers, efficiency was perceived as the most important 
dimension that explained the e-loyalty of Walmart’s customers (Parasuraman, et al., 
2005). Customers also perceived that system availability had a significant impact on e-
loyalty. Fulfilment also had a significant relationship with e-loyalty in both online 
shops. Fulfilment was the strongest e-service dimension that affected e-loyalty for 
Amazon.com (Parasuraman, et al., 2005). The e-service dimension of privacy, also 
played a significant role in e-loyalty, and was the least important explanation of e-
loyalty in the case of both e-stores.    
Research aimed at  exploring e-service quality and its impact on e-loyalty was 
conducted by Swaid & Wigand (2009). Their study utilized six dimensions of e-service 
quality, namely website usability, information quality, reliability, responsiveness, 
assurance, and personalization; and also three dimensions of e-loyalty (preference 
loyalty, price tolerance, and complaining behaviour) (Swaid & Wigand, 2009).  
The perceptions of reliability and assurance were the most important factors that 
affected favourable e-loyalty aspects such as repurchase intentions, communicating 
positive word-of-mouth opinions, and loyalty under increased pricing. 
Web site usability, information quality, and responsiveness had a positive impact on 
preference loyalty, but there were no indications that these three e-service quality 
dimensions had any impact on the dimensions of e-loyalty, price tolerance and 
complaining behaviour (Swaid & Wigand, 2009). Another finding of the study was that 
responsiveness was the only e-service quality dimension that significantly affected 
complaining behaviour. 
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Empirical findings about the relationship between e-service quality and e-loyalty 
showed that the relationship between them was positive and significant. However, all 
prior studies were conducted by examining the relationship between these factors in two 
ways. Firstly, by examining the relationship of each of the dimensions of e-service 
quality and each dimension of e-loyalty. Secondly by independently assessing the 
relationship between each of the e-service quality dimensions and e-loyalty (as a factor). 
Further investigation is needed to examine the concurrent relationship between e-service 
quality and e-loyalty.  This will then lead to the assessment of the following hypotheses: 
H1-2: In a developing country e-service quality is positively associated with e-
loyalty. 
 
H2-2:  In a developed country e -service quality is positively associated with e-
loyalty. 
 
The association between e-service quality and e-loyalty as well as previous the 
association is shown in figure 3.3. 
Figure 3.3 Step 2 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
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3.4.1.3 The relationship between e-service quality and e-trust 
Besides exploring the relationship between e-service quality and e-satisfaction; Sahadev 
& Purani (2008) also examined the relationship between e-service quality and e-trust. 
They found that other than for privacy, the e-service quality dimensions had a 
significant relationship with e-trust.  
Efficiency as the first dimension of e-service quality had a significant relationship with 
e-trust. The second dimension was system availability and this was also significantly 
related to e-trust as was the third dimension, fulfilment. 
A study  carried out by Floh & Treiblmaier (2006) to measure the relationship between 
e-service quality and e-trust in an online banking context found that e-service quality 
had a significant and positive impact on e-trust. The study also used multi group 
analyses to examine whether there were any differences between some groups of 
respondents based on their characteristics (Floh & Treiblmaier, 2006).  
Another study that examined the relationship between e-service quality and e-trust was 
conducted by Chang & Chen (2008). The study found that e-service quality as 
represented by web site quality, had a significant and positive impact on e-trust (Chang 
& Chen, 2008). The finding implied that the higher the e-service quality that was 
perceived by the customers, the higher the e-trust that the customers attributed to the e-
store.    
Prior theoretical findings have shown that there is a relationship between e-service 
quality and e-trust. At this point, all previous findings will be examined by putting the 
relationship of e-service quality and e-trust into the model. Moreover, it leads to the 
hypotheses that: 
H1-3: In a developing country e-service quality is positively associated with e-
trust. 
 
H2-3: In a developed country e -service quality is positively associated with e-
trust. 
 The association between e-service quality and e-trust as well as the other previous 
associations is shown in figure 3.4 as follows. 
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Figure 3.4 Step 3 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.4 The relationship between e-service quality and perceived e-value 
Research to examine the relationship between e-service quality and e-service value was 
carried out by Parasuraman et al. (2005). E-service quality had a positive relationship 
with e-service value (Parasuraman, et al., 2005). Based on their research using 
amazon.com and Walmart online businesses, it was found that the increase in e-service 
quality perceived by customers will lead to an increase in customer’s service value. The 
study also examined the relationship between each e-service quality dimension and 
perceived e-service value. The efficiency and fulfilment dimensions were the most 
critical and were equally important facets of web site service quality (Parasuraman, et 
al., 2005). These two dimensions also consistently had the strongest influence on e-
service value (Parasuraman, et al., 2005). Based on their research findings, the authors 
recommended that companies should place an additional emphasis on web site attributes 
pertaining to these two attributes. 
Another dimension of E-S-Qual, service availability, also had a significant and positive 
relationship with e-service value (Parasuraman, et al., 2005). Both of the studies that 
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were carried out using Amazon.com and Walmart as their data sources showed that 
service availability had a significant impact on e-service value. Although privacy was 
the least critical of the four E-S-QUAL dimensions, the results showed that the factor 
representing this dimension still had a significant influence on a customer’s global 
evaluation of web sites, while privacy was the weakest effect on e-service value. 
(Parasuraman, et al., 2005) 
Chi et al. (2008), when investigating the relationships between service quality and 
service value in a mobile value added service in Taiwan, found that customer perceived 
service quality had a positive and significant association with customer perceived value. 
Most of research findings related to the relationship between service quality and 
perceived value in an online business environment supported previous findings in an 
offline business environment such as research done by Cronin et al. (2000). They found 
that perceived service quality was associated with perceived value. Using two studies of 
different service encounters to examine the effect of quality, value and satisfaction on 
behavioural intentions. The first study embraced spectator sport, participation sport and 
entertainment, while the second study used health care, long distance carrier, and fast 
food for its sources of data (Cronin, et al., 2000). This research revealed that service 
quality had a significant and positive influence on perceived value (Cronin, et al., 2000). 
Findings found in prior studies thus suggested that e-service quality influenced 
perceived e-value (service value/perceived value),     
In line with the previous findings of the association between service quality and service 
value, this research proposes two further hypotheses as follows. 
H1-4:  In a developing country e-service quality is positively associated with 
perceived e-value. 
 
H2-4:  In a developed country e -service quality is positively associated with 
perceived e-value. 
 
The association between e-service quality and perceived e-value as well as other 
previous associations is shown in the figure 3.5: 
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Figure 3.5 Step 4 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.5 The relationship between e-security and e-service quality  
Most studies of e-security (fo example, Parasuraman, et al., 2005; Poon, 2008; Yang & 
Jun, 2002; Zeithaml, et al., 2000) treated this construct as one of the determinants of 
service quality although some studies treated e-security as a distinct independent 
variable separated from service quality. Studies of service quality indicated that security 
was not part of service quality. Parasuraman et al. (1985) first proposed 10 determinants 
of SERVQUAL and put security as the 8th determinant, but later distilled those 
determinants into five determinants of SERVQUAL (Parasuraman, et al., 1988) without 
security. An e-service quality study by Zeithaml, et al. (2000) proposed that there were 
perceptual attributes and categorized 11 dimensions of   e-service quality with one of 
them being security/privacy. A further study by Parasuraman, et al. (2005) identified 
four dimensions of E-S-QUAL and put privacy as one of its dimensions.   
Research into both online and non-online purchasers showed that e-security played a 
significant role in building e-service quality (Yang & Jun, 2002). It was found that non 
Internet user non purchasers perceived security as a more important factor than Internet 
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online purchasers (Yang & Jun, 2002). Similar findings in relation to the adoption of 
online banking in Malaysia also revealed a critical role for e-security. (Poon, 2008). It 
can be concluded that consumers put security in the first place when considering 
whether they should do online purchases and that if a lack of security is perceived by 
consumers it will be the highest barrier to their conducting online purchases.  
In contrast to previous research that treated e-security as a dimension of e-service 
quality, this research has treated e-service quality as an exogenous variable that 
influences e-service quality. Many studies have revealed that security was the largest 
impediment to online purchasing by consumers. In a broad context, the lack of security 
as perceived by the Internet users  is one of the main obstacles to the development of e-
commerce (Furnell & Karweni, 1999). When Internet users perceive that online 
transactions are secure, they will adopt online purchasing. So it is relevant to examine e-
security as a key influence on e-service quality. This leads to the following hypotheses. 
H1-5:  In a developing country e-security is positively associated with e-service 
quality. 
 
H2-5:  In a developed country e -security is positively associated with e-service 
quality.  
 
The association between e-security and e-service quality as well as other previous 
associations is shown in Figure 3.6: 
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Figure 3.6 Step 5 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.6 The relationship between e-security and e-trust 
A perceived lack of web site security and privacy is said to be one of the main reasons 
that explains consumer distrust of the internet, and which therefore impedes a more 
rapid development of e-commerce (Casaló, et al., 2007). Research by (Chellappa & 
Pavlou, 2002) found that the effect of perceived security on trust was significant. Their 
study underlined the importance of consumer trust in e-commerce transactions, and the 
research clearly pointed to the role of perceived security in building this trust 
(Chellappa & Pavlou, 2002).  Perceived security was therefore believed to be  an 
essential concept in understanding consumer behaviour and trust in electronic 
commerce (Chellappa & Pavlou, 2002). 
A study by Flavián & Guinalíu (2006) on the relationship between e-Security and e-
Trust also indicated the presence of these associations. Their empirical findings 
identified a direct effect from perceived security in private data handling on consumer 
trust that was significant and positive.  
 73
Research that was conducted by (Casaló, et al., 2007) found a positive and significant 
effect of perceived security on consumer trust in an online banking context. This can be 
explained by the fact that one of the major motives for consumer distrust of the internet 
is that consumers are often afraid of the potential for the fraudulent usage of their 
personal financial data. This distrust  may be especially important in an online banking 
context (Casaló, et al., 2007). 
Mukherjee & Nath (2007) have suggested that security is the second most important 
determinant of consumer trust. They further suggest that the use of secured payment 
mechanisms, no leakage of credit card information, and past attempts at website hacking 
have all played a significant role in developing a sense of security in the consumers 
mind  This suggests that e-Security could have a  positive and significant effect on e-
Trust. 
Empirical studies have suggested that e-security influences e-trust. In addition, it has 
been well recognised by financial institutions that one of the barriers to the use of e-
commerce and internet banking is fear of a lack of security and this has been 
demonstrated by their attention to providing additional security for internet based 
transactions. This knowledge has also led to development of businesses such as paypal 
and to increase sophisticated security measures that are practised by banks. It is 
therefore logical to assume that security  will be a major concern for e-tailing consumers 
and that the level of security that is provided will influence the degree of trust that a 
consumer has for an e-tailer.  Thus, this research will examine the following 
hypotheses: 
H1-6: In a developing country e-security is positively associated with e-
trust. 
 
H2-6: In a developed country e -security is positively associated with e-
trust. 
 
The association between e-security and e-trust as well as other previous associations is 
shown in figure 3.7: 
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Figure 3.7 Step 6 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.7 The relationship between perceived e-value and e-trust 
Several studies have shown that perceived e-value had a significant relationship with e-
trust. An empirical finding regarding  the effect of perceived e-value on e-trust was 
produced by Liao & Wu (2009). The findings  from their research showed that 
perceived e- value significantly and positively influenced e-trust (Liao & Wu, 2009).  
In the online shopping context, it was found that there was a direct impact of perceived 
e-value on trust and an indirect impact on commitment (which was developed through 
trust) (C. Kim, et al., 2008). The finding corresponded with previous research that had 
also supported this association between perceived value and trust (Sirdeshmukh, Singh, 
& Sabol, 2002). Therefore the hypotheses are: 
H1-7:  In a developing country, perceived e- value is positively associated with 
e-trust  
H2-7:  In a developed country perceived e - value is positively associated with e-
trust 
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The association between perceived e-value and e-trust as well as other previous 
associations is shown in figure 3.8. 
Figure 3.8 Step 7 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.8 The relationship between perceived e-value and e-satisfaction 
In the examination of  mobile value added services in Taiwan, it was found that service 
value had a positive effect on customer satisfaction and behavioural intentions (Chi, et 
al., 2008). This indicated that the more that customers perceived that they received 
value, the greater was their customer satisfaction and their behavioural intention to 
purchase (Chi, et al., 2008). It was suggested that in a mobile industry the relationship 
between perceived e-value and e-satisfaction had been firmly established. 
Based on a survey that examined the satisfaction model in relation to  travel-related 
websites, it was found that perceived value played a significant role in affecting an 
online shopper’s satisfaction (Ha & Janda, 2008). It was therefore suggested that such 
companies must strive to establish systems to ensure that all of the company’s 
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marketing activities and practices are geared towards ensuring that customers 
consistently perceive good value (Ha & Janda, 2008).  
Another empirical finding  that revealed the relationship between perceived value and 
satisfaction, was carried out by Lee & Jun (2007). Their research into mobile commerce  
found that satisfaction was directly influenced by contextual perceived value (T. Lee & 
Jun, 2007). Other research (Yang & Peterson, 2004) also showed a  significant 
relationship between perceived e-value and e-satisfaction. In consequence, the authors 
suggested that customer loyalty can be generated through improving customer 
satisfaction and offering high product/service value, and that perceived value was 
becoming a key driver of customer satisfaction (Yang & Peterson, 2004). 
In summary of the previous findings of the relationship between perceived e-value and 
e-satisfaction, this research therefore proposes the following hypotheses. 
H1-8:  In a developing country perceived e-value is positively associated with e-
satisfaction. 
 
H2-8: In a developed country perceived e-value is positively associated with e-
satisfaction. 
 
The association between perceived e-value and e-satisfaction as well as other previous 
associations is shown in Figure 3.9: 
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Figure 3.9 Step 8 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.9 The relationship between perceived e-value and e-commitment 
According to prior research, findings in regard to the relationship between perceived e- 
value and e-commitment were divided into two opposing groups. The first group found 
that there was no relationship between perceived e-value and e-commitment  (Kim, et 
al., 2008), while the second group found that perceived e-value and e-commitment had a 
positive relationship (Jih, Lee, & Tsai, 2007; Luarn & Lin, 2003). 
Kim, et al. (2008) found that perceived e-value only had a significant indirect impact on 
e-commitment and that there was no evidence of a direct influence of perceived value 
on commitment. However, they empirically found that e-trust played a mediating role in 
the relationship between perceived e-value and e-commitment (Kim, et al., 2008). 
On the other hand, confirmation of the existence of a relationship between perceived e-
value and e-commitment came from Luarn & Lin (2003). According to their empirical 
research, it was found that customer satisfaction and perceived value were each directly 
related to loyalty, and that they were also indirectly related to loyalty through 
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commitment (Luarn & Lin, 2003). This finding suggested that commitment played a 
crucial intervening role in the relationship between customer satisfaction, perceived 
value and loyalty (Luarn & Lin, 2003). 
In accordance with previous empirical findings of the influence of perceived e-value on 
e-commitment, the ninth hypotheses of the relationship between those two measures are 
as follows. 
 
H1-9: In a developing country perceived e-value is positively associated with e-
commitment. 
H2-9: In a developed country perceived e-value is positively associated with e-
commitment. 
 
The association between perceived e-value and e-commitment as well as other previous 
associations is shown in figure 3.10: 
Figure 3.10 Step 9 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
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3.4.1.10 The relationship between e-satisfaction and e-loyalty 
Studies examining the relationship between e-satisfaction and e-loyalty found that there 
was a direct and positive linkage between these two constructs. This relationship was 
investigated by Luarn & Lin (2003) who showed  that customer satisfaction had a 
significant positive direct effect on e-loyalty.   
A study by (Anderson & Srinivasan, 2003) examined the hypothesis that the higher the 
level of e-satisfaction, the higher the level of e-loyalty. From the study, it was found 
that e-loyalty was significantly influenced by e-satisfaction (Anderson & Srinivasan, 
2003) and the higher the level of e-loyalty that was achieved, the higher the level of e-
satisfaction.   
A series of studies have been carried out to explore the nature of the relationship 
between e-satisfaction and e-loyalty. A study examining travel-related websites found a 
linkage between e-satisfaction and e-loyalty as well as a relationship between e-
satisfaction and repurchase intentions and that online shopper satisfaction significantly 
influenced both web site loyalty and repurchase intentions (Ha & Janda, 2008). Their 
findings also showed that the effect of satisfaction on web site loyalty was greater than 
the effect of satisfaction on repurchase intentions (Ha & Janda, 2008). Further, since 
satisfaction played a mediating role in the relationship between perceived value and 
loyalty; it was suggested that it would be important if the website operators desired to 
build long term customer loyalty, to ensure that they provided their customers with 
great value (Ha & Janda, 2008).  
A simultaneous study was carried out to examine the relationship between e-satisfaction 
and e-loyalty in two different countries (Korea and USA), it also examined the 
differences in the nature of the relationship between the constructs across the countries. 
E-satisfaction was found to be positively and significantly influenced by e-loyalty in 
Korea (Jin, et al., 2008). However, there was no evidence that e-satisfaction and e-
loyalty were related in the case of  USA respondents (Jin, et al., 2008). Furthermore, it 
was shown that there were significant differences in terms of the e-satisfaction and e-
loyalty relationships between Korea and USA (Jin, et al., 2008). 
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Empirical findings have thus shown that there is a relationship between e-satisfaction 
and e-loyalty, and all research has produced the same conclusions namely that e-
satisfaction has played a significant and positive role in the development of e-loyalty. 
However it should be noted that differences were found between a developed country – 
the USA and a developing country – Korea. In turn, the hypotheses for this research are 
as follows: 
H1-10: In a developing country e-satisfaction is positively associated with e-
loyalty. 
 
H2-10:  In a developed country perceived e-value is positively associated with e-
loyalty. 
 
The association between e-satisfaction and e-loyalty as well as other previous 
associations is shown in Figure 3.11:  
 
Figure 3.11 Step 10 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
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3.4.1.11 The relationship between e-satisfaction and e-trust 
Studies examining the influence of e-satisfaction on e-trust have generated mixed 
results. On one hand, some researchers have found a significant impact of e-satisfaction 
on e-trust, but others have found that there was no relationship between e-satisfaction 
and e-trust.   
An empirical investigation by Horppu, et al (2008) found  that a relationship between e-
satisfaction and e-trust did exist. The study also showed that website satisfaction had a 
positive effect on website trust and showed empirically that e-satisfaction was related to 
e-trust in an online business context. (C. Kim, et al., 2008). The researchers, therefore 
suggested that online retailers should build customer trust (C. Kim, et al., 2008). 
Providing superior value and a satisfying shopping experience were said to be two 
effective ways to build customer trust (C. Kim, et al., 2008). 
In a recent study by (Kassim & Salaheldin, 2009), it was found that there was no 
relationship between e-satisfaction and e-trust,  although the researchers did show that 
both e-satisfaction and e-trust significantly affected e-loyalty. Despite the conflicting 
findings in terms of the relationship between these factors, this research will test the 
results of the work by Horppu, et al (2008), and (C. Kim, et al., 2008), furthermore the 
following two hypotheses will be investigated: 
H1-11: In a developing country e-satisfaction is positively associated with e-
trust. 
 
H2-11: In a developed country e -satisfaction is positively associated with e-
trust. 
 
The association between e-satisfaction and e-trust as well as other previous associations 
is shown in Figure 3.12: 
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Figure 3.12 Step 11 of e-Loyalty Model Construction 
 
 
Source: developed for this thesis 
 
3.4.1.12 The relationship between e-trust and e-loyalty 
A study by Yoon (2002) found that web site trust and satisfaction had significant causal 
relationships with online purchase intention. The author also found that web site trust 
and satisfaction were significantly correlated with each other (Yoon, 2002). However, 
the research drew no conclusion as to whether web site trust and satisfaction were 
causally related, in other words, whether website trust was causing satisfaction or vice 
versa (Yoon, 2002). 
A relationship between e-trust and e-loyalty was also found in other studies. Trust was 
empirically shown to be an important determinant of loyalty (Luarn & Lin, 2003). 
These findings suggested that in order to attract more consumers to repurchase 
products/services from a specific e-service vendor, it is important to develop an e-
service which consumers perceive to have attributes of good integrity, benevolence, 
competence, and predictability (Luarn & Lin, 2003). 
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E-trust was also found to be related to purchase intentions (Gefen & Straub, 2004). Two 
out of four dimensions of e-trust were found to significantly and positively affect 
purchase intentions (Gefen & Straub, 2004). Integrity, one of the e-trust dimensions had 
a positive impact on purchase intention, and predictability also had a significant and 
positive influence on purchase intention. Another two dimensions, namely ability and 
benevolence did not have any impact on purchase intention (Gefen & Straub, 2004).  
Another study also showed the existence of an e-trust and e-loyalty relationship and the 
moderating role of e-trust on the relationship between e-service quality and e-loyalty. 
Based on a Ribbink et al. (2004) study, it was found that e-trust directly affected e-
loyalty, but to a much lesser degree than satisfaction, which may imply that e-trust, is 
not a major contributor to loyalty in an online environment. The research also indicated 
that e-trust played a mediating role in the relationship between e-service quality and e-
loyalty. 
In a digital environment, it was found that satisfaction, trust and commitment were 
positively and significantly associated with purchase behaviour (Donio', Massari, & 
Passiante, 2006). Three constructs were entered into the model, and two were found to 
have the greatest impact according to t test results. These were customer trust and 
customer commitment (Donio', et al., 2006). Of these two, customer trust was shown to 
be the most strongly related to  purchase behaviour (Donio', et al., 2006).   
Further analyses by (Floh & Treiblmaier, 2006) found that the influence of e-trust on e-
loyalty was significantly higher for an elderly group of respondents than for a younger 
group of respondents and that  the relationship between e-service quality and e-loyalty 
was significantly moderated by e-trust  
A study of loyalty in an e-banking environment indicated that e-trust had a direct 
influence on e-loyalty. The research which was conducted by Floh & Treiblmaier 
(2006) suggested that trust had a  significant and positive relationship to loyalty. E-
loyalty was therefore seen to be significantly affected by satisfaction and trust (Floh & 
Treiblmaier, 2006).  
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A re-examination of the commitment-trust theory proposed by Morgan and Hunt 
(Morgan & Hunt, 1994) carried out by (Mukherjee & Nath, 2007) found that e-trust had 
a positive relationship with behavioural intentions. The finding was considered new 
since a relationship between e-trust and behavioural intentions was not originally 
proposed by Morgan & Hunt (Mukherjee & Nath, 2007).  
The existence of a relationship between e-trust and e-loyalty in terms of purchase 
intention was shown by Chang & Chen (2008). A consumer’s trust positively affected 
purchase intention in regards to a specific web site (Chang & Chen, 2008). Another 
finding of their study also showed that e-trust played a mediating role in the relationship 
between web site quality and purchase intention (Chang & Chen, 2008).  
Jin et al. (2008) examined the relationship between e-trust and e-loyalty in the USA and 
Korea. The study showed that in both countries e-loyalty was significantly and 
positively influenced by e-trust (Jin, et al., 2008). The coefficients for the strength of the 
e-trust and e-loyalty relationship for both countries were then compared with each other 
and it was found that there was no difference between the two countries (Jin, et al., 
2008).  
Another finding from the study also showed that e-trust had a positive effect on e-
loyalty. Using a hierarchical regression analysis Horppu et al. (2008) found that web 
site trust positively affected web site loyalty. The research also found that web-trust 
played a significant moderating role in the relationship between web satisfaction and 
web loyalty (Horppu, et al., 2008). These findings of the relationship between e-trust 
and e-loyalty lead to the examination of the following hypotheses in this research. 
H1-12: In a developing country e-trust is positively associated with e-loyalty. 
 
H2-12: In a developed country e -trust is positively associated with e-loyalty. 
 
The association between e-trust and e-loyalty as well as other previous associations is 
shown in Figure 3.13: 
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Figure 3.13 Step 12 of e-Loyalty Model Construction 
 
 
Source: developed for the research 
 
3.4.1.13 The relationship between e-trust and e-commitment 
According to Gefen, (2000), online retailers have to make customers trust them because, 
without trust, customers will avoid shopping online (Gefen, 2000). Mukherjee & Nath  
(2003) in their research examined a model of trust in  online relationship banking, they 
found that trust had a significant positive influence on relationship commitment. 
Furthermore it was found that trust significantly affected customer commitment to 
engage in online transactions (Mukherjee & Nath, 2003). Support for a relationship 
between e-trust and e-commitment was also found in a study done by Kassim & 
Abdullah (2006). The study was carried out to examine the e-trust and e-commitment 
relationship in the case of internet banking users in Qatar and to further investigate the 
findings of  Mukherjee & Nath (2003). The study supported their prior research finding 
in that it was found that e-trust had a significant and positive impact on e-commitment 
(Kassim & Abdullah, 2006). 
In line with the findings of other studies, that e-trust had a positive impact on e-
commitment, Mukherjee & Nath (2007) identified  a strong positive linkage between e-
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trust and e-commitment. Their study was carried out in an e-retailing context in order to 
re-examine the findings of similar research that had been previously carried out in an e-
banking environment (Mukherjee & Nath, 2003). The findings were taken to imply that 
there was a strong positive linkage between trust and relationship commitment and that 
this supported a fundamental tenet of commitment-trust theory (Mukherjee & Nath, 
2007). 
Trust has often been associated with the achievement of a long-lasting and profitable 
relationship and traditionally, it has been seen as being made up of two basic 
components: cognitive and behavioural (Casaló, et al., 2007). When considering 
transactions that are carried out over the internet, (Casaló, et al., 2007) have suggested 
that it is reasonable to expect that the trust-commitment relationship will be similar to 
that found in other distribution channels.  
An investigation of the relationship between e-trust and e-commitment in online 
banking has also shown that there was a positive, direct and significant relationship 
between consumer trust and commitment (Casaló, et al., 2007). The finding has 
therefore shown the existence of a trust and commitment link in both traditional and 
electronic business environments.    
Research done by Kim, et al. (2008) explored the influence of trust on e-commitment. 
Their findings indicated that trust was the core factor that directly affected relationship 
commitment.  Thus, it was suggested that, in a shopping context, it would be critically 
important for online retailers to build customer trust (C. Kim, et al., 2008). In turn, these 
empirical findings are used to propose the following hypotheses: 
H1-13:  In a developing country e-trust is positively associated with e-
commitment. 
 
H2-13: In a developed country e-trust is positively associated with e-
commitment. 
 
The association between e-trust and e-commitment as well as other previous 
associations is shown in Figure 3.14: 
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Figure 3.14 Step 13 of e-Loyalty Model Construction 
 
 
Source: developed for the research 
 
3.4.1.14 The relationship between e-commitment and e-loyalty 
Some empirical studies have been carried out to examine the relationship between e-
commitment and e-loyalty. Empirical findings of the existence of a relationship between 
these two constructs was reported by Luarn & Lin (2003). Their study assessed online 
customers of a travel and video on demand service in Taiwan and found that e-
commitment had a significant impact on e-loyalty.   
Further research also found that there was a significant relationship between e-
commitment and e-loyalty (Sanchez & Iniesta, 2004). Other research also produced 
findings related to the existence of this relationship. An empirical study carried out by 
Mukherjee & Nath (2007) found that there was a significant and positive relationship 
between e-commitment and e-loyalty. Other research had also shown that e-
commitment had a significant influence on e-loyalty (Sanchez-Franco, et al., 2009). In 
turn, based on previous findings, the hypotheses for this research are: 
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H1-14:  In a developing country e-commitment is positively associated with e-
loyalty. 
 
H2-14:  In a developed country e -commitment is positively associated with e-
loyalty. 
 
The association between e-commitment and e-loyalty as well as other previous 
associations is shown in Figure 3.15. 
Figure 3.15 Step 14 of e-Loyalty Model Construction 
 
 
Source: developed for the research 
All of these hypotheses reflected the linkages that were set out in the conceptual model. 
This model also introduced potential non-hypothesised indirect effects not previously 
evaluated in other research. 
3.4.2 Investigating the differences in the interrelationships between 
constructs influencing e-loyalty in developing and developed counties  
The third question that was addressed in this research was whether e-loyalty and its 
influencing measures are different in developing and developed countries? 
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Empirical studies examining differences in e-loyalty between countries are rare. A study 
that was aimed at investigating  differences in e-loyalty between some countries was 
done by Lynch, Kent, & Srinivasan (2001). They examined 12 countries in three 
regions, North America, Latin America, and Western Europe. Using three independent 
constructs namely site quality, trust, and affect to predict loyalty and purchase intention 
(Lynch, et al., 2001); they found that there was a difference in the way in which their 
independent constructs predicted both loyalty and purchase intention. 
Another study that was carried out by Jin et al. (2008) found that cross-cultural 
comparisons between the USA (Hofstede, 1991) individualism, low uncertainty 
avoidance, low context, and high-trust society) and Korea (a Hofstede (1991) 
collectivism, high uncertainty avoidance, high context, and low-trust society) led to 
differences in the interrelationships between firm reputation, trust, satisfaction, and 
loyalty (Jin, et al., 2008). The study showed that the relationships between both 
reputation-satisfaction and satisfaction-loyalty were stronger in Korea than in the USA 
(Jin, et al., 2008). The findings supported previous considerations that in collectivist 
cultures there is a tendency for customers to remain with the  same service provider 
once they are satisfied (B. S.-C. Liu, Furrer, & Sudharshan, 2001). As has been 
identified, the developed and developing countries examined in this research had 
different cultures as were defined by Hofstede (2001) and thus although such cultural 
differences are not confined to such countries, in the context of this thesis and the 
countries chosen for comparative purposes, such cultural differences also had to be 
taken into consideration. This aspect was therefore taken into consideration in the 
following hypothesis:  
 
H3: The interrelationships between the factors influencing e-loyalty differ 
between developing and developed countries. 
 
3.5. Conceptual model 
 The various studies that have examined aspects of the relationships between e-loyalty 
and between the variables that can influence e-loyalty and that have been set out in this 
chapter, allow for the construction of a model that integrates the various effects and 
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allows for their concurrent examination in order to allow for the possible influences of 
the different measures on one another as well as on e-loyalty. The concurrent 
examination of these relationships in such a model has not previously been done. The 
model also allows for the examination of a number of conflicting results that have been 
reported in previous research and where a reason for such conflicting results could be 
because of concurrent inter-relationships that were not controlled in that research which 
merely examined a few of the possible relationships.. This model as developed in step 
14 of the e-loyalty model construction and its associated hypotheses is shown in Figure 
3.16.    
Figure 3.16 Integrated Model of e-Loyalty and Its Influencing Measures 
 
 
Source: developed for the research 
3.6. Conclusion 
This chapter has outlined the details of previous research that has provided a basis for 
the development of an integrated model of e-loyalty and its influencing measures 
together with the associated hypotheses. Theoretical foundations were provided to 
support the hypotheses and resulted in a model that reflected 14 hypotheses of 
relationships between e-security, e-service quality, perceived e-value, e-satisfaction, e-
 91
trust, e-commitment, and e-loyalty. A final hypothesis aimed at exploring the 
differences that might exist between developed and developing countries was also set 
out.  
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CHAPTER 4 
LITERATURE REVIEW – MODEL CONSTRUCT 
DIMENSIONS 
 
4.1. Introduction 
This chapter is a continuation of the material covered in Chapters 2 and 3. The aims of 
this chapter are to identify the dimensions of the constructs that were covered in the 
previous chapter. The chapter will examine previous models of the indicators used in 
developing each construct for this research namely e-loyalty, e-service quality, e-
security, perceived e-value, e-satisfaction, e-trust, and e-commitment as the 
fundamental bases for theory building. It will also examine the validity of indicators of 
each construct as well as the  reliability of the constructs that resulted from pilot 
research as mentioned in chapter 5 (section 5.6.2). 
The following diagram illustrates the content that will be covered in Chapter 4. 
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Figure 4.1 Structure of Chapter Four 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
4.2. E-Loyalty construct indicators 
Although research on e-loyalty has been carried out by many scholars for at least a 
decade, there is still no agreement about how to measure it and what items comprise e-
loyalty. Previous research conceptualised loyalty as intended purchase behaviour, 
preference, and willingness to spread positive word-of-mouth information (Andreassen 
& Lindestad, 1998; de Ruyter, et al., 1998; Zeithaml, Berry, & Parasuraman, 1996; 
Zins, 2001). This concept has also been used in constructing a measure of e-loyalty 
(Floh & Treiblmaier, 2006; Gummerus, Liljander, Pura, & va Riel, 2004; Kassim & 
Salaheldin, 2009; Luarn & Lin, 2003; Reichheld & Schefter, 2000; Sanchez-Franco, et 
al., 2009; Semeijn, van Riel, van Birgelen, & Streukens, 2005). This section will discuss 
4.2. E-loyalty 
4.1 Introduction 
4.9. Conclusions 
4.7. E-trust 4.8. E-commitment 
4.5. Perceived e-value 
4.3. E-service quality 4.4. E-security 
4.6. E-satisfaction 
 94
the development of the theory of e-loyalty and will then be followed by coverage of the 
relationship between e-loyalty and other constructs. 
E-loyalty is believed by researchers to be a latent variable or construct  and, most 
scholars believe that it is a first order construct (eg. Chang & Chen, 2008; Cyr, et al., 
2008; Devaraj, Fan, & Kohli, 2003; Flavián & Guinalíu, 2006; Kassim & Salaheldin, 
2009; J. Kim, Jin, & Swinder, 2009; Lin & Sun, 2009; Parasuraman, et al., 2005; 
Sahadev & Purani, 2008; Semeijn, et al., 2005). However some researchers have 
considered  that e-loyalty is a second order latent variable with four sub-constructs 
(Sanchez-Franco, et al., 2009), or three sub-constructs (Mukherjee & Nath, 2007).  
Sanchez-Franco, et al. (2009) believed that e-loyalty was a latent variable that was 
indicated by four first order constructs namely references, purchase, price sensitivity 
and complaints. Each first order construct was measured by four items. The items 
originally came from the Behavioural Intention Battery (BIT) developed by Zeithaml, et 
al. (1996). The difference between the BIT and the Sanchez-Franco construct was the 
number of items used in the constructs. Sanchez-Franco, et al. used only 12 items while 
the BIT loyalty construct had 13 items. The item that was excluded from the Sanchez-
Franco measurement was item number 10 from the BIT construct which was about 
switching to competitors when experiencing problems with the service provider.  
Alternatively, E-loyalty that was labelled as behavioural intention was stated to be a 
second order latent variable with three first order constructs. The first order constructs 
were word-of-mouth (WOM), purchase intention and continued interaction (Mukherjee 
& Nath, 2007). This latent variable consisted of five measured items; with three items 
belonging to a continued interaction construct, and one item for each of the two other 
constructs. Both approaches to measuring e-loyalty are shown in Table 4.1 
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Table 4.1 E-loyalty measurement as a second order construct 
Study Sub Construct Indicator 
Sanchez-
Franco, et al. 
(2009) 
Reference  Say positive things about my ISP to other people. 
 Recommend my ISP to someone who seeks my advice. 
 Encourage my friends and relatives to do business with 
my ISP. 
Repurchase  Considerer my ISP my first choice to contract Internet 
services. 
 Intend to do more business with my ISP in the next few 
years. 
 Intend to do less business with my ISP in the next few 
years. 
Price Sensitivity  Take some of my business to a competitor that offers 
better prices. 
 Continue to do business with my ISP if its prices 
increase somewhat. 
 Pay a higher price than competitors charge for the 
benefits I currently receive from my ISP. 
Complaints  Complain to other customers if I experience a problem 
with my ISP’s service. 
 Complain to external agencies, such as CUO 
(Consumers’ and Users’ Organization), if I experience a 
problem with my ISP’s service. 
 Complain to my ISP’s employees if I experience a 
problem with my ISP’s service 
Mukherjee & 
Nath  (2007) 
WOM  I would like to talk to my friend and acquaintance about 
the online retailer 
Purchase intention  I would like to increase my share of purchase from 
online retailer compared from physical stores 
 I would like to continue using the service of the online 
retailer through the next six months 
 I would like to continue using the service of the online 
retailer through the next one year 
Continued 
interaction 
 I would like to continue using the service of the online 
retailer through the next two years 
Source: developed for this thesis 
 
Although many scholars have also treated e-loyalty as a first order latent variable, there 
is no consensus about the numbers of measures and the wording to be used for the 
measures. Some researchers used two items to measure e-loyalty (Cyr, et al., 2008; Floh 
& Treiblmaier, 2006), others used three items (Chang & Chen, 2008; T. C. E. Cheng, 
Lai, & Yeung, 2008; Flavián & Guinalíu, 2006; Semeijn, et al., 2005), four items 
(Devaraj, et al., 2003; Kassim & Salaheldin, 2009; J. Kim, et al., 2009; Lin & Sun, 
2009; Ribbink, et al., 2004), and some used five items (Horppu, et al., 2008; Jin, et al., 
2008; Parasuraman, et al., 2005; Sahadev & Purani, 2008), while others used six and 
seven items in measuring the construct (Anderson & Srinivasan, 2003; Yang & 
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Peterson, 2004).  The following table provides details of the measures used by the 
researchers that used 2 and 3 indicators to capture e-loyalty.  
Table 4.2 E-loyalty measurement as a first order construct with two and three 
items 
Researcher 
Number of 
items 
Indicator 
Cyr, et al. (2008) 2 
 I would visit this web site again 
 I would consider purchasing from this web site in the 
future 
Floh & 
Treiblmaier (2006) 
2 
 In the future I will continue to carry out electronic banking 
at Easybank 
 In the future I will continue to recommend Easybank to 
my friends and acquaintances 
Semeijn, et al. 
(2005) 
3 
 Prefer this company 
 Use same website again 
 Recommend to others 
Chang & Chen 
(2008) 
3 
 I intend to use X's website to conduct product purchase 
 I expect to purchase through X's website in the future 
 It is likely that I will transact with X's web site in the 
future 
Cheng, et al. (2008) 3 
 I will not change to another ISP because I value my ISP 
 I will continue to use my ISP within the next 12 months 
 I would always recommend my ISP to someone who seeks 
my advice 
Sources: developed for this thesis 
 
The following table lists the details of the e-loyalty measures used by scholars using 
four items to predict e-loyalty. 
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Table 4.3 E-loyalty measurement as a first order construct with four items 
Researcher Indicator 
Devaraj, et al. 
(2003) 
 I plan to use online shopping again 
 I strongly recommend shopping online to others 
 For products I can buy online, I intend to completely switch 
over to online shopping 
 I intend to increase my use of shopping online in the future 
Lin & Sun  
(2009) 
 I will promote this shopping website to my close friends 
 In thinking about internet shopping, I first think about this 
shopping website 
 I can hardly consider changing to other shopping website 
 In the future years, I would still often purchase from this 
shopping website 
Kassim & 
Salaheldin 
(2009) 
 I will recommend the online organization to other people 
 I would recommend the organization's web site to others 
 I intend to continue using the online organization 
 I prefer the online organization above others 
Kim, et al., 
(2009) 
 When I need to make a purchase, this web site is my first 
choice 
 I believe this is my favourite web site to buy the same kind of 
product 
 To me, this website is the best retail website to do business 
with 
 As long as the present, service continues I doubt that I would 
switch to another website 
Ribbink, et al.  
(2004) 
 I will recommend this online company to other people 
 I would recommend this company’s web site to others 
 I intend to continue using this online company 
 I prefer this online company above others 
Source: developed for this thesis 
Table 4.4 provides details of the measures used by researchers that used five items in 
determining e-loyalty. 
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Table 4.4 E-loyalty measurement as first order construct with five items and more 
Researcher Indicator 
Parasuraman, et al. 
(2005) and Sahadev 
& Purani (2008) 
 Say positive things about this site to other people 
 Recommend this site to someone who seeks your advice 
 Encourage friends and others to do business with this site 
 Consider this site to be your first choice for future transactions 
 Do more business with this site in the coming months 
Horppu, et al. 
(2008) 
 As long as the present service continues, I doubt that I would switch web 
site 
 I have seldom considered using other web sites focusing on this same 
subject 
 I like using the WSM web site 
 To me this is the best women’s special interest magazine web site 
 I actively use several web sites focusing on the same subjects 
Jin, et al. (2008) 
 When I need to make a purchase, this web site is my first choice 
 I believe this is my favourite web site to buy the same kind of product 
 I like shopping at this online retailer 
 To me, this web site is the best retail web site to do business with 
 I try to purchase at this online retailer whenever I need to make a purchase 
Yang & Peterson  
(2004) 
 I say positive things about the company to other people 
 I would recommend the company to those who seek my advice about such 
matters 
 I would encourage friends and relatives to use the company 
 I would post positive messages about the company on some Internet 
message board 
 I intend to continue to do business with the present company 
 I intend to do more business with the present company 
Anderson & 
Srinivasan  (2003) 
 I seldom consider switching to another website 
 As long as the present service continues, I doubt that I would switch 
websites 
 I try to use the web site whenever I need to make a purchase 
 When I need to make a purchase, this web site is my first choice 
 I like using this website 
 To me this is the best retail website to do business with 
 I believe that this is my favourite retail website 
Source: developed for this thesis 
 
Based on this prior research on e-loyalty and pilot test results (see part 5.6.2), this study 
has included all of the possible measures of e-loyalty and therefore initially employed 
10 indicators, of which two were eliminated due to a low variance extracted score where 
a cut-off value of .5 was used. (Hair, Anderson, Tatham, & Black, 2006). The variables 
are presented in the table below where the italicised indicators are the deleted ones. 
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Table 4.5 Proposed indicators of the e-loyalty construct 
Name Indicator Source 
EL_1 I will recommend this online store to others. Caruana (2002), Devaraj, et al. 
(2003),  Dimitriades (2006), 
Evanschitzky, et al. (2006), 
Ribbink, et al. (2004), (Zeithaml, 
et al., 1996)   
EL_2 I consider this online store to be my first 
choice when buying products/services that I 
need. 
Dimitriades (2006), Evanschitzky, 
et al. (2006), Kim, et al. (2009), (R. 
E. Anderson & Srinivasan, 2003) 
EL_3 I encourage my friends and relatives to do 
business with this online store. 
Dimitriades (2006), Parasuraman et 
al. (2005), Sahadev & Purani  
(2008), Caruana (Caruana, 2002) 
EL_4 I will make positive statements about this 
online store to others. 
Dimitriades (2006), Parasuraman et 
al. (2005), Sahadev & Purani  
(2008), Zeithaml et al. (1996) 
EL_5 I believe this online store to be my favourite 
online store when buying the same kind of 
products. 
Kim, et al. (2009), (Jin, et al., 
2008), (R. E. Anderson & 
Srinivasan, 2003) 
EL_6 I consider this online store to be my first 
choice for future transactions. 
(Dimitriades, 2006), Parasuraman 
et al. (2005), Sahadev & Purani  
(2008) 
EL_7 In the coming months, I will do more business 
with this online store. 
Parasuraman et al. (2005), Sahadev 
& Purani  (2008) 
EL_8 I intend to continue purchasing from this 
online store. 
(Kassim & Salaheldin, 2009), 
(Chang & Chen, 2008), Ribbink, et 
al. (2004), Caruana (Caruana, 
2002), (Yang & Peterson, 2004) 
- For product I can buy online, I intend to 
completely switch over to this online store. 
(Devaraj, et al., 2003) 
- Switch to a competitor if I experience a 
problem with this online store’s service 
Zeithaml et al. (1996) 
Sources: developed for this thesis 
4.3. E-service quality construct indicators 
Over the past few years e-Service Quality has become an area of considerable interest to 
both practitioners and researchers. Research has been carried out to identify indicators 
or factors that determine e-Service Quality and this research will be presented in this 
chapter of the thesis.  
As mentioned in Chapter 2, research that has been conducted into the  indicators of e-
Service Quality can be classified into 2 broad groups (Cristobal, et al., 2007). The first 
group is web site quality (e.g.Sahadev & Purani, 2008; Santos, 2003; Su, Li, Song, & 
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Chen, 2008; van Riel, et al., 2001). This research examined e-Service Quality on the 
basis of web site performance. A second group of researchers addressed online service 
quality (Collier & Bienstock, 2006; Cristobal, et al., 2007; Loonam & O'Loughlin, 
2008; Parasuraman, et al., 2005; Swaid & Wigand, 2009; Yang & Jun, 2002).   
E-service quality has been found to be related to several aspects such as e-Satisfaction 
(Collier & Bienstock, 2006; Cristobal, et al., 2007; G. G. Lee & Lin, 2005), e-value 
(Chi, et al., 2008; Semeijn, et al., 2005), e-trust (Chang & Chen, 2008; Floh & 
Treiblmaier, 2006; Horppu, et al., 2008) and e-Loyalty (Parasuraman, et al., 2005; van 
Riel, et al., 2001; Wolfinbarger & Gilly, 2003).   
This section will examine the models and constructs that have been developed to 
measure e-Service Quality. Two groups of research related to measuring e-Service 
Quality, will be presented, as well as the relationship between e-Service Quality and the 
constructs mentioned above. 
4.3.1. The Web Site Quality Group of Research 
E-service quality can be considered on the basis of a web site quality approach. Several 
studies that can be categorised into this type of research are presented in this sub 
section. 
1. Customer Perceived Quality (CPQ)  
Su, Li, Song, & Chen (2008) identified six dimensions of e-Service Quality and 63 
measures of what was called customer perceived quality (CPQ). Outcome quality was 
the first dimension that they identified and respondents perceived it to be the most 
important dimension. The dimension consisted of 15 measures ranging from the quality 
of goods and services, packaging and delivery, price offered for goods and services and 
a delivery option.  
Consumer service was the second dimension; it consisted of 11 measures such as after 
sales service, commitment, and intention to respond and to answer both customers’ 
complaints and service failures. It dealt with both professional customer service and the 
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attitude of the customer service employees. The dimension was perceived to be the 
second most important indicator of CPQ. 
The third dimension was process controllability. Su et al. (2008) proposed that this 
dimension consisted of eight measures. The dimension dealt with how e-service 
providers deal with consumer information, order processing, privacy policy and 
customer accounts. 
The fourth dimension was ease of use, which had six measures. It covered the ease of 
finding goods and services as well as the comparison of similar goods and services, ease 
of use of search tools, the methods used to gain information feedback, and the 
availability of a list of questions and answers.  
The fifth dimension was information quality, which had nine measures. It referred to 
whether the website provided accurate, detailed and up-to-date information. The 
dimension also considered whether the information was understandable, properly 
detailed, and the extent of formalisation and customisation of the information.  
The sixth dimension was web site design, Su et al. (2008). Web design had 14 measures 
that were perceived to be the building blocks for the dimension. The items ranged from 
web site availability and reliability, safety, rapid response, simplicity of transactions, 
speed, of web-site navigation and website design. 
2.   E-service quality  
Web site service quality using the same name (E-service quality) has been researched 
by three different sets of researchers. The latest of these was Sahadev & Purani (2008), 
the second latest was Santos (2003), and the earliest researcher was van Riel et al. 
(2001).  
The work of Sahadev & Purani (2008) identified four dimensions of e-Service Quality 
based on the Parasuraman, et al. (2005) model. The dimensions were efficiency, 
fulfilment, system availability, and privacy. The first dimension, efficiency, was 
concerned with the ease of access of the web site as well as the speed of the accessing 
process.  
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Fulfilment was a second dimension that encompassed the extent to which promises 
made by the site were fulfilled. The third dimension was system availability which dealt 
with technical functions and correctness of the web site. The last dimension examined 
privacy and measured the degree to which the site was safe and protected customer 
information. 
Based on qualitative research, Santos (2003) proposed that e-Service Quality should 
consist of two sequences of indicators namely an incubative dimension and an active 
dimension. Both dimensions would consist of five or six related (and potentially) 
overlapping indicators (Santos, 2003). The incubative dimension was defined as the 
proper design of the web site, how technology was used to provide consumers with easy 
access and the understanding and attraction of a web site (Santos, 2003). The dimension 
consisted of ease of use; appearance; linkage; structure and layout; and content (Santos, 
2003). 
Ease of use referred to how easy it was for web site customers to conduct an external 
search in cyberspace and the internal navigation and searches within the website. Ease 
of use was considered the most important determinant of the incubative dimension. 
Appearance dealt with the correctness of utilisation of colour, graphics, images, and 
animations, as well as the appropriateness of the size of the web pages. Linkage was 
about the number and quality of links offered by the web site. Structure and layout 
referred to the organization and presentation of a web site’s content and its information. 
Meanwhile, content referred to the presentation and layout of factual information and 
functions on a web site.     
The active dimension was defined as the good support, fast speed, and attentive 
maintenance that a website can provide to its customers (Santos, 2003). Reliability, 
efficiency, support, communication, security, and incentive were components of the 
active dimension.  
Reliability referred to the ability to perform the promised service accurately and 
consistently, including the frequency of updating the web site, promptness of reply to 
customer enquiries, and accuracy of on-line purchasing and billing. Efficiency referred 
to the speed of downloading, search, and navigation. A further dimension, support, was 
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comprised of the technical help, user guidelines, and personal advice available to 
customers from a web site. 
Communication was defined as keeping customers properly informed and 
communicating with them in language they could understand. Security referred to 
freedom from danger, risk, or doubt (including financial insecurity) during the service 
process. The last determinant of the active dimension was Incentive. It was the 
encouragement given by web providers to consumers to browse and to use the web site, 
including the rewards for doing so. 
The third approach to e-Service Quality measurement in the web quality group is e-
service evaluation as proposed by van Riel et al. (2001). Based on a portal site service 
quality evaluation, van Riel et al. (2001) developed a measure of e-Service Quality. 
Initially, a proposed model of e-Service Quality for a portal site consisted of five 
components, namely the core services, facilitating services, supporting services, 
complementary services, and the user interface (van Riel, et al., 2001). However, the 
research failed to prove the existence of these five components of e-Service Quality. 
The research indicated that e-Service Quality consisted of only three dimensions, 
namely core service, supporting or supplementary service, and user interface (van Riel, 
et al., 2001). Core service, the first component of e-Service Quality of a portal site 
consisted of eight measures. The second component, supporting service, also had eight 
items. While, the third component, user interface, consisted of five measures. 
3. SiteQual 
Research into the measurement of web site quality which was done by Webb & Webb 
(2004) produced a measurement instrument that they termed SiteQual. The instrument 
initially consisted of 10 dimensions from a combination of the SERVQUAL instrument 
items (Parasuraman, et al., 1988) and the Data Quality instrument developed by Wang 
& Strong (1996). However, their research produced only four website quality 
dimensions. These dimensions were reliability, assured empathy, perceived usability, 
and trustworthiness.  
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Reliability is a service quality dimension that consistently emerges as a dimension in 
both SERVQUAL and SiteQual analyses (Webb & Webb, 2004). Assured empathy was 
found to be a combination of two distinct SERVQUAL dimensions. The third 
dimension was perceived usability, which was derived from both SERVQUAL and data 
quality dimensions. The fourth dimension was trustworthiness. It consisted of security 
and a newly emerged desired factor which was combined with accuracy (Webb & 
Webb, 2004). 
Although the research produced only four dimensions for SiteQual, Webb & Webb 
(2004) suggested that there should be nine factors that should be used as a guideline for 
developing a web site. They classified the factors into two groups, namely essential 
factors and desired factors. Essential factors consisted of reliability, assured empathy, 
perceived usability, and trustworthiness. Desired factors were tangibility, navigability, 
relevant representation, accuracy, and security. 
4. WebQual 
WebQual was created by Loiacono, Watson, & Goodhue (2007) to provide an 
instrument for evaluating web site quality. The development of WebQual was based on 
the Theory of Reasoned Action (TRA) and the Technology Acceptance Model (TAM). 
The TRA argues that individuals evaluate the consequence of a particular behaviour and 
create intentions to act that are consistent with their evaluations (Fishbein & Ajzen, 
1975). TRA suggests that attitude depends on beliefs about consequences and their 
likelihood, while the subjective norm depends on beliefs about other relevant factors. 
Both attitude and subjective norm affect intention and in turn, affect behaviour. 
TAM influences the effects of attitudinal and subjective norms in the TRA model. 
People’s intent to use an information technology is influenced by beliefs about 
usefulness and ease of use. These sequential influences lead people to use information 
technology.  
Similarly to TAM, WebQual also involves the presence of both attitude and subjective 
norms in its model. Nevertheless, the WebQual model differs from TAM in terms of the 
number of beliefs affecting intention; it has three rather than the two beliefs in TAM. 
 105
The three beliefs are beliefs about usefulness, beliefs about ease of use and other 
relevant categories of beliefs (e.g. entertainment). 
In summary, WebQual was comprised of 12 measures indicating three beliefs. Belief in 
usefulness was indicated by four factors namely information fit-to-task, tailored 
information, online completeness, and relative advantage. Belief in ease of use consisted 
of two factors namely ease of understanding and intuitive operations. Belief in 
entertainment consisted of four factors namely visual appeal, innovativeness, emotional 
appeal, and consistent image. Meanwhile, the other two factors namely trust and 
response time, directly influenced intention. 
Although WebQual has been examined three times (spring 2000, summer/fall 2000, and 
2002/2003) there is still some lack of consistency. The major problem with the model is 
that the relationship between ease of use and intention has been found to be negative. 
However, ease of use was positively related to usefulness and was positively related to 
usefulness and intention. The model also found that there was no relationship between 
two factors (trust and response time) and intention.       
5. User-Perceived Web Quality 
Measurement of web quality has also been done by Aladwani & Palvia (2002). The 
researchers conceptualized a user-perceived web quality. Perceived web quality was 
defined as a user’s evaluation of a web site’s features meeting user’s needs and 
reflecting overall excellence of the web site (Aladwani & Palvia, 2002).  
Using a two stage measurement process, Aladwani & Palvia (2002) developed a 
measure of user-perceived web quality. The measure was a 25 item instrument that 
measured four dimensions of web quality. The first dimension was appearance, which 
was indicated by nine items. The second dimension was specific content that had five 
indicators. Content quality was the third dimension, which was indicated by six items. 
The last dimension was technical adequacy which was indicated by five items.  
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4.3.2. Online Service Quality Research Group 
Unlike the web site quality group that identified web site quality as the main objective 
for the development of e-Service Quality, the online service quality group focused on 
both the web site and its function as a store (e-store). Research in this group focussed on 
web sites that provided services delivered using the Internet such as e-banking, e-retail 
and other e-services. Several approaches to e-Service Quality measurement are 
discussed in this sub section. 
4.3.2.1. E-service quality 
A scale measuring e-Service Quality was developed by Swaid & Wigand (2009). 
Although the researchers did not specifically label the measure as being e-Service 
Quality, the instrument was developed to measure service quality for e-retailing 
websites. There were six dimensions that determined e-Service Quality for the study, 
namely, information quality, website usability, reliability, responsiveness, assurance, 
and personalization. 
Information quality revealed customer perceptions of usefulness and quality of service 
content. It contained six measures that were derived from Li, Tan, & Xie (2002). The 
second dimension was web usability, which dealt with customer perceptions of degree 
of user friendliness in using the web site and ease of navigation. Swaid & Wigand 
(2009) utilised a dimension developed by Parasuraman et al. (2005) and it contained 
four measures. Reliability as the third dimension was measured by six items developed 
by Wolfinbarger & Gilly (2003). 
Responsiveness was the fourth dimension. The researchers combined the work of 
Parasuraman et al. (2005) and Wolfinbarger & Gilly (2003) in developing a measure to 
assess responsiveness. Responsiveness contained five measures. The fifth dimension 
was assurance. This dimension was assessed by four measures and was developed by 
using items from Parasuraman et al. (2005) and Wolfinbarger & Gilly (2003). 
Personalization as the last dimension was developed from the work by Wolfinbarger & 
Gilly (2003) and contained three measures. 
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Using  qualitative research in the e-banking sector, Loonam & O’Loughlin (2008) 
proposed ten dimensions for e-Service Quality. Based on their research, web usability 
was the leading dimension followed by security in second place. Both navigation and 
aesthetics were central aspects of e-banking web usability (Loonam & O'Loughlin, 
2008). Security played a pivotal role in e-banking adoption and continued use, with 
respondent security concerns directly linked to limited e-banking use (Loonam & 
O'Loughlin, 2008).   
Information quality and access were the third and fourth most important dimensions 
respectively. Information quality referred to “straight to the point” or precise 
information and was found to be particularly important in e-banking (Loonam & 
O'Loughlin, 2008). Access was also stressed as an important dimension by the 
respondents (Loonam & O'Loughlin, 2008).   
The fifth most important dimension was trust, followed by reliability in sixth place. 
Trust was perceived as an important dimension in terms of confidentiality of records 
and security of the banking system (Loonam & O'Loughlin, 2008). Reliability related to 
soundness of web site design and incorporated factors such as a functioning web site 
and dependable web site design (Loonam & O'Loughlin, 2008).  
Flexibility and responsiveness were the seventh and eighth dimensions respectively. 
The use of e-banking and flexibility expectations were interrelated with both 
intermediated and expert users craving heightened control of their personal e-banking 
options (Loonam & O'Loughlin, 2008). Responsiveness was found to be significant, 
principally in the area of relationship building, and a greater understanding of customer 
needs by more customized or one-to-one advertising was suggested by (Loonam & 
O'Loughlin, 2008). 
The ninth most important dimension was service recovery. Due to the unique nature of 
financial services and the risk of fraud occurring online, the ability of customers to self-
recover during e-banking failures was restrained, with all e-banking service recovery 
initiatives involving some level of contact using customer service relationship 
operatives (Loonam & O'Loughlin, 2008). Meanwhile personalization/customisation 
was the least important dimension of service quality. Based on the study, the researchers 
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then suggested 43 items and 24 sub items to measure the ten dimensions of e-Service 
Quality (Loonam & O'Loughlin, 2008). 
Another study in the e-Service Quality research group was also done by Lee & Lin 
(2005). Using a revised SERVQUAL scale, they established a five dimension e-Service 
Quality construct. The first dimension was web site design which described the appeal 
that user interface design presents to customers (Lee & Lin, 2005).  
Reliability as a second dimension of e-Service Quality represented the ability of the web 
site to fulfil orders correctly, deliver promptly, and keep personal information secure 
(Lee & Lin, 2005). The third dimension was responsiveness; it described how often an 
online store voluntarily provides services (e.g. customer inquiries, information retrieval 
and navigation speed) that are important to the customers (Lee & Lin, 2005). 
Trust was the fourth dimension of e-Service Quality as developed by Lee & Lin (2005). 
It was a significant antecedent of participation in commerce generally, and especially in 
an online setting because of the increased ease with which online stores can behave 
opportunistically (Reichheld & Schefter, 2000). The last dimension was personalization, 
which involved individualized attention, personal thank you notes from online stores, 
and the availability of a message area for customer comments (Lee & Lin, 2005). 
4.3.2.2. Perceived e-Service Quality PeSQ 
Cristobal et al. (2007) proposed a construct for the measurement of perceived quality in 
the distribution of services on the internet that is called Perceived e-Service Quality 
(PeSQ). The PeSQ construct consisted of four dimensions, namely web design, 
customer service, assurance, and order management.  
Based on their work, web design related to the design of the web site (e.g. contents 
layout, contents updating, and user-friendliness). The dimension was also identified in 
findings from other studies such as those by Loiacono, Watson, & Goodhue (2000), 
Loiacono et al. (2007), Barnes & Vidgen (2002), and Aladwani & Palvia (2002). 
Cristobal et al. (2007) suggested that in the design of an online shop, offering an 
adequate amount of information to compare products and make a good choice was very 
important. 
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  Customer service was the second dimension of the PeSQ construct. Customer service 
was a key element for achieving good results in an online shop and consumers expected 
to be able to complete transactions correctly and to receive personalized intention 
(Cristobal, et al., 2007). The assurance attribute was the nature of technical aspects that 
ensure the integrity, confidentiality, authentication and non-recognition of transactions 
(Cristobal, et al., 2007). The integrity of an information system refers to the 
impossibility of the transmitted or stored data being modified by third parties without 
permission (Cristobal, et al., 2007). The last dimension was order management. It 
related to the possibility of modifying and/or postponing the purchasing process at any 
given moment with no obligation, and obtaining information on product availability at 
the moment of purchase (Cristobal, et al., 2007). 
Another model to measure perceived e-Service Quality was proposed by Yang and Jun 
(2002). Their study examined an e-Service Quality dimension both from the internet 
purchaser’s viewpoint and from an internet non-purchaser perspective. Internet 
purchasers and non-purchasers were found to be somewhat interchangeable (Yang & 
Jun, 2002). An internet non-purchaser tends to become an internet purchaser if she/he 
feels that purchasing through the internet is the best option (Yang & Jun, 2002). 
Meanwhile, an internet purchaser can be ‘transformed’ into an internet non-purchaser 
after an unhappy or even painful experience (Yang & Jun, 2002). Such a purchaser may 
still keep searching for information through the internet but may stop purchasing online 
(Yang & Jun, 2002). 
The e-Service Quality perceived by internet purchasers was proposed to differ from an 
e-Service Quality non-purchaser perception. For the internet purchaser group, there 
were six dimensions of e-Service Quality that were identified. These were reliability, 
access, ease of use, personalization, security, and credibility (Yang & Jun, 2002). 
Meanwhile, there were seven dimensions identified in the internet non-purchaser group, 
namely security, responsiveness, ease of use, availability, reliability, personalization, 
and access (Yang & Jun, 2002). 
The study also examined the relative importance of the service quality dimension in 
both groups. For an internet purchaser, reliability was found to be the most important 
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aspect of e-Service Quality, but for the non-purchaser, security was identified as the 
most important aspect. However, both groups perceived that the second most important 
aspect of e-Service Quality was personalization. Ease of use was perceived by the 
internet purchaser group as the third most important aspect for the provision of better e-
Service Quality, while access was perceived by the non-purchaser group as being the 
third most important factor but was identified by the internet purchaser group as the 
fourth most important factor. Meanwhile, for the non-purchaser group the fourth most 
important factor was responsibility, which according to the internet purchaser’s 
perspective did not exist in the e-Service Quality dimension. Security was perceived as 
the fifth most important aspect of e-Service Quality for the internet purchaser groupas it 
was for the internet non-purchase group. The least important determinant of e-Service 
Quality for the internet purchaser group was credibility. For the internet non-purchaser 
group, availability was the sixth most important aspect that influenced e-Service 
Quality, and the least important aspect was reliability.      
4.3.2.3. e-TransQual 
Development of the e-TransQual scale was based on the reasoning that existing e-
Service Quality scales mainly focussed on goal-oriented e-shopping behaviour 
excluding hedonic quality aspects (Bauer, Falk, & Hammerschmidt, 2006). The scale 
integrated both utilitarian and hedonic e-Service Quality elements and also adopted a 
transaction process-based measurement of service quality (Bauer, et al., 2006). 
According to Bauer et al. (2005), process-based transactions in traditional offline 
transactions can be divided into  a framework  containing four transaction stages. In the 
first stage, market offerings are examined and compared. Next, the market participants 
negotiate and ideally conclude a contract. Bauer et al. (2005) stated that the first two 
stages were dominated by information gathering and processing, the third stage dealt 
with the exchange of goods and services. Finally, the fourth stage addressed the 
importance of relationship related activities (Bauer, et al., 2005). 
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Figure 4.2 Transaction Stages & Generated Item Pool 
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Bauer et al. (2006) identified five dimensions and 25 items that were used to measure e-
TransQual. The first dimension was functionality/design, which was comprised of seven 
items. The second dimension was enjoyment with four items. Process was the third 
dimension and it was measured by four items. Reliability that had six items was the fifth 
dimension, while, the last dimension was responsiveness that was measured by four 
items. 
4.3.2.4. e-TailQuality 
The measurement of electronic retailing (e-Retail/e-Tail) service quality such as studies 
done by Collier & Bienstock (2006) and Wolfinbarger & Gilly (2003), have also 
enriched the study of e-Service Quality Although Collier & Bienstock (2006) did not 
specifically call their study an e-retailing or e-tail service quality study  such as 
Wolfinbarger & Gilly (2003) did, both studies focused on e-Service Quality in an e-
retailing context. 
The study carried out by Collier & Bienstock (2006) identified three second-order 
dimensions of process quality, outcome quality, and recovery. The study’s 
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conceptualization argued that consumers perform quality evaluations based on the 
interactive process that takes place online (process), the outcome of how the product or 
service is delivered (outcome), and the manner in which service failures (if they were to 
occur) were handled (recovery) (Collier & Bienstock, 2006).    
The first second-order process dimension or the interactive quality that takes place 
between the consumer and the web site was represented by five of the aforementioned 
first-order dimensions: privacy, design, information accuracy, ease of use, and 
functionality (Collier & Bienstock, 2006). Privacy referred to companies keeping 
information from third parties and the security of sensitive information between the 
customer and the company. Design was the visual appearance and audible application of 
a site. It included colour, animation, pictures, text, format, and sound. Information 
accuracy presented information about a product or service in a clear and concise 
manner. Ease of use was the ability of customers to find information or to enact a 
transaction with the least amount of effort. 
The next proposed second-order dimension was outcome quality that was made up of 
three first-order dimensions: order timeliness, order accuracy, and order condition 
(Collier & Bienstock, 2006). Order timeliness referred to receiving the service within an 
expected amount of time. Order accuracy was processing the online order to the exact 
specification of the customer, which included place of receipt, quantity, and agreed 
price of the service. Order condition referred to the product being free from damage and 
decay. It also referred to how well the product specifications conformed to the 
customer’s needs. 
The final second-order dimension of e-service was recovery. The dimension was 
composed of three first-order dimensions: interactive fairness, procedural fairness, and 
outcome fairness (Collier & Bienstock, 2006). Interactive fairness referred to the 
customer’s ability to locate and interact with technology support on a web site and how 
a company’s employees treated the customer. Procedural fairness referred to a 
company’s return policy, the buyer’s rights in the case of fraudulent charges, and how 
quickly a problem could be resolved. Outcome fairness included such issues as 
monetary compensation, future free services, or an apology.     
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Wolfinbarger & Gilly (2003) proposed an e-TailQ instrument to measure and predict 
the attributes used by customers to evaluate e-retail service quality. The instrument 
suggested that there were four categories or dimensions of online shopping. The first 
dimension was fulfilment/reliability, which included (a) the accurate display and 
description of merchandise so that what customers received was what they expected, 
and (b) delivery of the right product when promised. Web site design was the second 
dimension. It included all elements of the consumer’s experience when interacting with 
the web site (except customer service), including navigation, information search, order 
processing, appropriate personalization and product selection. The third dimension was 
customer service, which included responsive, helpful, willing service that is quickly 
responsive to customer inquiries. The last dimension was security/privacy. It included 
security of credit card payments and privacy of shared information. Customers were 
considered to initially judge security/privacy from the overall appearance of 
professionalism at the web site and reputation of the company (Wolfinbarger & Gilly, 
2003).      
4.3.2.5. E-S-Qual 
Another study of e-Service Quality was also carried out by Parasuraman et al. (2005). 
They developed e-S-Qual as a tool to measure e-Service Quality. This measurement was 
solely intended to be used to measure e-Service Quality of a web site, since in their 
opinion other experiential aspects such as fun or pleasure did not fall within the 
conceptual domain of service quality (Parasuraman, et al., 2005). Furthermore 
Parasuraman et al. (2005) stated that hedonic aspects of a web site were distinct benefits 
that might not be relevant in all contexts or to all customers.   
Parasuraman et al. (2005) proposed an e-S-QUAL scale that consisted of 22 items in 
four dimensions. The first dimension was efficiency, which dealt with the ease and 
speed of accessing the site. Fulfilment was the second dimension and it was associated 
with the extent to which the site’s promises about order delivery and item availability 
were fulfilled. The third dimension was system availability. It was concerned with the 
correct technical functioning of the site. The last dimension was privacy, which 
reflected the degree to which the site was safe and protected customer information. 
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Table 4.6 e-S-QUAL dimensions and indicators 
Construct Indicator 
Efficiency 
1. This site makes it easy to find what I need. 
2. It makes it easy to get anywhere on the site. 
3. It enables me to complete a transaction quickly. 
4. Information at this site is well organized. 
5. It loads its pages fast. 
6. This site is simple to use 
7. This site enables me to get on to it quickly. 
8. This site is well organized. 
System 
Availability 
9. This site is always available for business. 
10. This site launches and runs right away. 
11. This site does not crash. 
12. Pages at this site do not freeze after I enter my order 
information. 
Fulfillment 
13. It delivers order when promised. 
14. This site makes items available for delivery within a suitable 
time frame. 
15. It quickly delivers what I order. 
16. It sends out the items ordered. 
17. It has in stock the items the company claims to have. 
18. It is truthful about its offerings. 
19. It makes accurate promises about delivery of products. 
Privacy 
20. It protects information about my web-shopping behavior. 
21. It does not share my personal information with other sites. 
22. The site protects information about my credit card. 
Source: Parasuraman et al. (2005) 
 
Along with e-S-QUAL, Parasuraman et al. (2005) also proposed a scale to measure the 
quality of service recovery provided by web sites namely e-RecS-QUAL. The construct 
contained 11 items focussed on handling service problems and enquiries, and being 
salient only to customers who had non routine encounters with the sites (Parasuraman, 
et al., 2005). E-RecS-QUAL consisted of three dimensions, namely responsiveness, 
compensation, and contact.  
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Table 4.7 E-RescS-QUAL dimensions and indicators 
Construct Indicator 
Responsiveness 
 It provides me with convenient options for returning items. 
 This site handles product returns well. 
 This site offers a meaningful guarantee. 
 It tells me what to do if my transaction is not processed. 
 It takes care of problems promptly. 
Compensation 
 This site compensates me for problems it creates. 
 It compensates me when what I ordered doesn't arrive on 
time. 
 It picks up item I want to return from my home or business. 
Contact 
 This site provides a telephone number to reach the company. 
 This site has customer service representatives available 
online. 
 The offers the ability to speak to a live person it there is a 
problem. 
Source: Parasuraman et al. (2005) 
 
Responsiveness dealt with the effectiveness of a web site in handling problems and 
returns through the site (Parasuraman, et al., 2005). Compensation was concerned with 
the degree to which the site compensated customers for problems (Parasuraman, et al., 
2005). Meanwhile, contact was the dimension used to assess the availability of 
assistance through telephones or online representatives (Parasuraman, et al., 2005). 
The authors stated that efficiency and fulfilment were the most critical and equally 
important facets of web site service quality. Meanwhile, the availability facet of the web 
site was also a critical contributor to customer’s perceptions of the overall quality of a 
web site (Parasuraman, et al., 2005). Although privacy was perceived to be  the least 
critical of the four E-S-QUAL dimensions, Parasuraman et al. (2005) found that this 
still had a significant influence on customer’s global evaluations of web sites.  
Based on this prior research into e-service quality and a pilot test (see part 5.6.2),  this 
thesis initially used three first order latent variables with 18 indicators to measure e-
service quality which was similar to that suggested by Parasuraman et al. (2005). 
However, the last E-S-QUAL dimension named privacy was not included to prevent 
multicollinearity with other factors namely e-security and e-trust since other prior 
research used similar items to measure them. Another reason was that privacy was 
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perceived to be the least critical aspect of E-S-Qual although it still had an influence on 
the global evaluation of web sites (Parasuraman, et al., 2005). Another change that was 
made was the elimination  of item number 17 of E-S-Qual (see Table 4.6). This 
elimination was done to prevent possible multicollinearity with another construct 
namely e-trust. An item that was added to the measure, related to an order tracking 
facility. This facility is widely used by many e-stores such as Amazon.com to enable 
customers to track their orders.  The variables are presented in Table 4.8, where the 
bolded indicator items are those that were added to the construct, while the italicised 
ones are the indicators that were eliminated because their variance extracted scores were 
below the required cut-off value of .50 (Hair, et al., 2006). 
Table 4.8 Proposed Indicators of the e-service quality construct 
Construct Indicator 
e-squal1     - This online store site makes it easy to get anywhere on 
the site. 
ESQ_1  This online store site makes it easy to find what I need. 
ESQ_2  This online store site enables me to quickly complete a 
transaction. 
ESQ_3  Information at this online store site is well organized. 
ESQ_4  This online store site loads its pages rapidly. 
ESQ_5  This online store site enables me to access it quickly. 
    - This online site is simple to use. 
    - This online site is well organized. 
e-squal2 ESQ_6 This online store site is always available for business. 
    - This site launches and runs right away.  
ESQ_7  This online store site does not crash. 
ESQ_8 Pages at this online store site do not freeze after I enter 
my order information. 
e-squal3 ESQ_9  This online store delivers orders when promised. 
ESQ_10  This online store makes items available for delivery 
within a suitable time frame.  
ESQ_11  This online store sends out the items ordered. 
ESQ_12  This online store has in stock the items that the 
company claims to have. 
ESQ_13  This online store makes accurate promises about 
delivery of products. 
ESQ_14  This online store provides an order tracking facility for 
me to use. 
Sources: developed for this thesis 
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4.4. E-security construct indicators 
E-security and web security are terms that are sometimes used interchangeably. Some 
studies have used perceived security in terms of e-Security or web security. Some 
studies have treated e-security as a single measure; however, other researchers have 
disagreed and believe that e-security is a latent variable. However, despite the argument 
that e-security can be a latent variable; there is still a lack of consensus among scholars 
who propound this view, as to the measures of e-security.   
E-security has been measured by three items as is mentioned by Choi & Lee, (2003), 
Goode & Harris (2007) and Bressolles (2008). Some issues that have arisen in the case 
of this research were about security for both the internet and the site, confidentiality, 
protection and the use of personal information including credit cards, and fraud. Table 
4.9 lists the construct indicating measures used by these researchers.  
Table 4.9 E-security with three items 
Study Indicator 
Choi & Lee, (2003) 
 Confidentiality of personal information 
 Security of credit card information 
 Trustworthiness of online retailers 
Goode & Harris 
(2007) 
 I am very concern about security on the internet 
 I am very concern about buying things on the internet 
 I am not concern about fraud on the internet 
Bressolles (2008) 
 I am confident in the security on this site 
 I feel like my privacy is protected on this site 
 I trust the web site administrators will not misuse my 
personal information 
Sources: developed for this thesis 
 
Other scholars have used four items to measure e-security (Koufaris & Hampton-Sousa, 
2002; Mukherjee & Nath, 2007; Park & Kim, 2003; Ranganathan & Ganapathy, 2002; 
Roca, et al., 2009). Although they used the same number of indicators in measuring this 
variable, none of them has agreed with the items to be used to measure e-security. For 
example Roca, García, & de la Vega  (2009) have tended to focus on the security of 
technical online trading systems provided by certain online stores, while Park & Kim  
(2003) focused on information safety in dealing with an online store.   
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Table 4.10 E-security with four indicators 
Study Indicator 
Ranganathan & 
Ganapathy (2002) 
 Availability of secure modes for transmitting information 
 Provision for alternate, no-online modes for financial 
transactions 
 Opportunity to create individual account with logon-in and 
password 
 Overall concern about security of transactions over the 
internet 
Koufaris & Hampton-
Sousa  (2002) 
 The web site implements security measures to protect its 
online shoppers 
 The web site has the ability to verify online shoppers’ 
identity for security purposes 
 The web site usually ensures that transactional information is 
protected from being accidentally altered or destroyed 
during transmission on the Internet 
 I feel secure about the electronic payment system of the web 
site 
Park & Kim  (2003) 
 My private information is managed securely on this website 
 I am sure that payment information will be protected in this 
site 
 This site provides detailed information about security 
 I am afraid that my private information will be used in an 
unwanted manner 
Mukherjee & Nath  
(2007) 
 The customer's credit card information is not prone to 
leakage 
 The security features used by the online retailer are latest 
 The online retailer uses payment gateways for transactions 
instead of using its own payment mechanisms 
 The online retailer has not been hacked in the past 
Roca, García, & de la 
Vega  (2009) 
 I think the online trading systems have sufficient technical 
capacity to ensure that the data I send cannot be modified by 
third party 
 The online trading systems have enough security measures 
to protect my personal and financial information 
 When I send data to the online trading systems, I am sure 
that they will not be intercepted by unauthorized third parties 
 I think the online trading systems have sufficient technical 
capacity to ensure that no other organization will supplant its 
identity on the internet 
Sources: developed for this thesis 
 
Other scholars have measured e-security using five indicators (Chen & Barnes, 2007; 
Da Silva & Alwi, 2008). Chen &  Barnes  (2007) indicated that e-security dealt with 
security and safety of the online store and online payment as well as financial risks and 
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protection of the web site. They also mentioned the ability of an e-store to solve 
problems from hackers as being one of the indicators of e-security (Chen & Barnes, 
2007).  
Da Silva & Alwi  (2008) placed their emphasis on the protection of customers’ privacy 
and security features as well as credit card details security as part of the indicators 
determining e-security. Other indicators of e-security were credibility of communication 
form and e-store keeping of information about customers (Da Silva & Alwi, 2008).  
Table 4.11 E-security with five indicators 
Study Indicator 
Chen & Barnes  
(2007) 
 This web site presents enough online security. 
 Purchasing on this web site will not cause financial 
risks 
 It is believed that online transactions on this web site 
are protected by the latest know-how 
 Online payment on this web site is safe 
 This web site has the ability to solve problems from 
hackers 
Da Silva & Alwi  
(2008) 
 I feel like my privacy is protected at this site 
 The site has adequate security features 
 Any form of communication is of a high level of 
credibility 
 I feel secure giving credit card details at this site 
 I am worried about this site having information about 
me 
Sources: developed for this thesis 
 
Another perception of customers about security in dealing with e-stores was introduced 
by Flavián & Guinalíu (2006). They measured e-security using eight indicators which 
were then used by Casaló,et al. (2007) in a later study. The indicators included web site 
safety mechanism, website concern about transaction security and technical capacity to 
ensure that data sent were secured without being intercepted or modified by others. 
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Table 4.12 E-security with eight indicators 
Study Indicator 
Flavián & Guinalíu  
(2006) and Casaló, et 
al.  (2007) 
 I think this web site has mechanisms to ensure the safe 
transmission of its users’ information. 
 I think this web site shows great concern for the 
security of any transactions. 
 I think this web site has sufficient technical capacity to 
ensure that no other organization will supplant its. 
 I am sure of the identity of this web site when I 
establish contact via the internet. 
 When I send data to this web site, I am sure that they 
will not be intercepted by unauthorized third parties. 
 I think this web site has sufficient technical capacity to 
ensure that the data I send will not be intercepted by 
hackers. 
 When I send data to this web site, I am sure they cannot 
be modified by a third party. 
 I think this web site has sufficient technical capacity to 
ensure that the data I send cannot be modified by a 
third party. 
Sources: developed for this thesis 
 
Based on prior research into e-security,  this study initially employed the indicators as 
suggested by Flavián & Guinalíu  (2006) and Casaló, et al. (2007) to measure e-
security. The indicators of e-security were then tested in a pilot test (see part 5.6.2) 
which resulted in seven indicators being retained as the last indicator in the original 
measurement of Flavián & Guinalíu  (2006) and Casaló, et al. (2007) did  not meet the 
variance extracted cut-off criterion of being greater than .50 (Hair, et al., 2006). The 
measures are presented in Table 4.13 with the italicised indicator being the deleted one. 
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Table 4.13 Proposed Indicators of the e-security construct 
Name Indicator 
ESC_1 I believe this online store has mechanisms to ensure the safe 
transmission of its users’ information. 
ESC_2 I believe this online store shows great concern for the security of any 
transactions. 
ESC_3 I believe this online store site has sufficient technical capacity to ensure 
that no other organisation will supplant its identity on the Internet. 
ESC_4 I am sure of the identity of this online store when I establish contact via 
the Internet. 
ESC_5 When I send data to this online store, I am sure that it will not be 
intercepted by unauthorized third parties. 
ESC_6 I believe that this online store has sufficient technical capacity to 
ensure that the data I send will not be intercepted by hackers. 
ESC_7 When I send data to this online store, I am sure that it cannot be 
modified by a third party. 
     - I think this web site has sufficient technical capacity to ensure that the 
data I send cannot be modified by a third party. 
Sources: developed for this thesis 
 
 
4.5. Perceived e-value construct indicators 
Most studies into perceived e-value have used a first order latent variable. The number 
of indicators used in measuring perceived e-value has differed and have lain between 
three and five items. However, other studies have identified perceived e-value as a 
second order latent variable with some first order latent variables.  
A study carried out by Luarn & Lin (2003) considered perceived e-value to be a first 
order variable. Using a three item construct covering value in price, time and value of 
effort. Semeijn, et al. (2005) also used three items to measure value in a different way.  
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Table 4.14 Perceived e-value measurement as a first order construct with three 
indicators 
Study Indicator 
Luarn & Lin (2003) 
 The products and/or services provided by the e-service 
is well priced 
 Considering what I would pay for this e-service, I will 
get much more than the worth of my time, effort, and 
money 
 Based on simultaneous considerations of what I 
received and what I agve up to receive it, I consider this 
e-service to be valuable. 
Semeijn, et al. (2005) 
 Valuable online services 
 Time online time spent 
 Web site adds value 
Sources: developed for this thesis 
 
Some studies such as those by Sirdeshmukh, Singh, & Sabol (2002), Anderson & 
Srinivasan, (2003) and Parasuraman, et al. (2005) have used four indicators to measure 
perceived value in an electronic commerce environment. The indicators used to measure 
perceived e-value are listed in Table 4.15. 
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Table 4.15 Perceived e-value measurement as a first order construct with four 
items 
Study Indicator 
Sirdeshmukh, Singh, 
& Sabol (2002) 
 For the price you pay for the products at this store 
would you say shopping at this store is a (very poor - 
very good) 
 For the time you spent in order to shop at this store 
would you say shopping at this store is a (highly 
unresonable - highly reasonable) 
 For the effort involved in shopping at this store, would 
you say shopping at this store is (not at all worthwhile - 
very worthwhile) 
 How you would rate your overall shopping experience 
at this store? (extremely poor value - extremely good 
value) 
Anderson & 
Srinivasan, (2003) 
 Products purchased at this website are (very poor value 
of money…very good value of money) 
 Products purchased at this website are considered to be 
a good buy (strongly disagree…strongly agree) 
 You get what you pay for at this web site (strongly 
disagree…strongly agree) 
 Products purchased at this website are worth the money 
paid (strongly disagree…strongly agree) 
Parasuraman, et al. 
(2005) 
 The prices of the products and services available at this 
site 
 The overall convenience of using this site 
 The extent to which the site gives you a feeling of 
being in control 
 The overall value you get from this site for your money 
and effort 
Sources: developed for this thesis 
 
Some studies have used five indicators to measure a first order construct for perceived 
e-value. These studies were conducted by Yang & Peterson (2004) and Kim, et al. 
(2008). Their measures are listed in Table 4.16. 
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Table 4.16 Perceived e-value measurement as a first order construct with five 
items 
Study Indicator 
Yang & Peterson 
(2004) 
 Compared to alternative companies, the company offers 
attractive product/service costs. 
 Compared to alternative companies, the company 
charges me fairly for similar products/services. 
 Compared to alternative companies, the company 
provides more free services 
 Comparing what I pay to what I might get from other 
competitive companies, I think the company provided 
me with good value 
 Comparing what I pay to what I might get from other 
competitive companies, I think the company provides 
me with good value 
Kim, et al. (2008) 
 Superiority of value received relative to money paid 
 Economy of pricing 
 The product being deemed worthy of purchase 
 Desirability of the accepted price 
 Value of the online shopping mall in use 
Sources: developed for this thesis 
 
While most research into perceived e-value utilized a first order measurement model, 
Cheng, et al. (2009) proposed perceived e-value as a second order construct that 
consisted of three first order constructs. The constructs that indicated perceived e-value 
were functional value, social value and emotional value (Cheng, et al., 2009). Table 
4.17 lists the perceived e-value measures proposed by these authors. 
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Table 4.17 Perceived indicators of e-value as a second order construct 
First Order Variable Indicator 
Functional Value 
 The internet is a reliable medium for The internet is a 
satisfactory medium for [information collection/order 
placement] 
 The internet is a good medium for [information 
collection/order placement] 
 The internet provides timely service for [information 
collection/order placement] 
 [Collecting information/Placing an order] on the internet 
fulfils my needs well 
Social Value 
 The public has a good impression of [information 
collection/order placement] on the internet 
 Sharing my experiences with [information collection/order 
placement] on the internet with others will make me more 
popular 
 Sharing my experiences with [information collection/order 
placement] on the internet with others allows people to 
understand each other 
 People will notice me if I can share my experiences with 
[information collection/order placement] on the internet with 
them 
 I will have close relationships with people if I can share my 
experiences with [information collection/order 
Emotional Value 
 [Collecting information/Placing an order] through the 
internet is interesting 
 [Collecting information/Placing an order] through the 
internet is enjoyable 
 I feel relaxed when I use the internet to [collect 
information/place an order] 
 I feel good when I use the internet to [collect 
information/place an order] 
Source: Cheng, et al. (2009) 
 
Based on prior research into perceived e-value indicators and pilot test results (see part 
5.6.2), this study employed a set of indicators to measure perceived e-value as a first 
order construct. Initially, there were eight indicators used to measure perceived e-value, 
however three of them were deleted due to a low variance extracted score of below .50 
as a suggested cut-off value (Hair, et al., 2006). Italicised indicators refer to deleted 
ones due to a lack of validity. The indicators are presented in Table 4.18. 
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Table 4.18 Proposed Indicators of the perceived e-value construct 
Name Indicator Source 
ESV_1 Products purchased at this online store are 
good value for money. 
(Sweeney, et al., 1999), (Anderson 
& Srinivasan, 2003), (Petrick, 
2002), (Sweeney & Soutar, 2001) 
ESV_2 Products purchased at this online store are 
considered to be a good buy. 
(Sweeney, et al., 1999), (Anderson 
& Srinivasan, 2003), (Petrick, 2002) 
ESV_3 I get what I pay for at this online store. (Anderson & Srinivasan, 2003) 
ESV_4 For the price I pay for the products at this 
online store I would say the value provided 
by this online store is very good. 
(Sirdeshmukh, et al., 2002) 
ESV_5 For the effort involved in shopping at this 
online store, I believe that shopping at this 
online store is very worthwhile. 
(Sirdeshmukh, et al., 2002) 
- Product purchased at this website are 
worth the money paid 
(Anderson & Srinivasan, 2003) 
- For the time I spent in order to shop at this 
store I would say shopping at this store is a 
highly reasonable  
(Sirdeshmukh, et al., 2002) 
- In overall shopping experience at this store 
is extremely good value 
(Sirdeshmukh, et al., 2002) 
Sources: developed for this thesis 
 
4.6. E-satisfaction construct indicators 
A range of instruments have been used to measure e-Satisfaction in various studies. 
This variation has been a result of each study using a different point of view and 
approach. However, there is a similarity in the measurement of e-satisfaction in that it 
has been identified as a first order latent variable. Some researchers have used three 
items to assess e-satisfaction; others have used four or more items. 
According to (Luarn & Lin, 2003), e-satisfaction was a construct that arose from three  
indicators A three indicator construct for measuring e-satisfaction was also used by 
Devaraj, et al. (2003) Cyr, et al. (2008), and Kim, et al. (2009) in their research. Table 
4.19 lists the measures used by the researchers who measured e-satisfaction by using 
three indicators. 
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Table 4.19 E-satisfaction measurement with three items 
Study Indicator 
Luarn & Lin  (2003) 
 I am satisfied with this e-service 
 The e-service is successful 
 The e-service has met my expectations 
Devaraj, et al.  (2003) 
 It was possible for me to buy the product of my choice 
easily 
 The online site information content met my needs 
 Overall, I was satisfied with this online experience 
Ranaweera & Prabhu 
(2003) 
 Overall, I am happy with my phone company 
 My phone company meets my expectations 
 I think I did the right thing when I joined this phone 
company 
Sahadev & Purani 
(2008) 
 I am very satisfied with the services provided by the site 
 All my experiences with this site have been satisfactory 
 I think this site is genuinely committed to my satisfaction 
Jin, et al. (2008) 
 I am satisfied with the product of this online retailer 
 I am overall satisfied with this online retailer 
 I am satisfied with the purchase experience at this online 
retailer 
Kim, et al. (2008) 
 Satisfaction with the experience 
 Satisfaction with the purchasing process through the 
online shopping mall 
 Overall satisfaction with the online shopping mall 
Cyr, et al. (2008) 
 The web site completely fulfils my needs and expectations 
 This web site satisfies my particular needs well 
 Using this site/service is satisfactory overall 
Kim, et al. (2009) 
 I am satisfied with the product of this online retailer 
 I am overall satisfied with this online retailer 
 I am satisfied with the purchase experience at this online 
retailer 
Sources: developed for this thesis 
Other studies used  four items to measure e-satisfaction (Horppu, et al., 2008; Ribbink, 
et al., 2004) and five items (Semeijn, et al., 2005), while (Anderson & Srinivasan, 2003) 
used six items in assessing e-satisfaction  
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Table 4.20 E-satisfaction measurement with four and five items 
Study Indicator 
Horppu, et al. (2008) 
 I think that I made the correct decision to use the 
website 
 The experience that I have had with the website has 
been satisfactory 
 In general terms, I am satisfied with the way that the 
website functions 
 In general, I am satisfied with the service I have 
received from the website 
Ribbink, et al. (2004) 
 I am generally pleased with this company’s services 
 The website of this company is enjoyable 
 I am very satisfied with this company’s online services 
 I am happy with this online company 
Semeijn, et al. (2005) 
 Satisfaction with delivery 
 Satisfaction with full order 
 Satisfaction with online service 
 Satisfaction with offline service  
Sources: developed for this thesis 
 
Based on prior research into e-satisfaction indicators and a pilot test (see part 5.6.2), this 
study employed eight indicators to measure e-satisfaction. All indicators were 
considered suitable based on variance extracted and reliability assessment of the 
construct using pilot data. The indicators are presented in the table below. 
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Table 4.21 Proposed Indicators of the e-satisfaction construct 
Name Indicator Source 
ESV_1 I am satisfied with this online store’s 
business processes. 
(Lin & Sun, 2009) 
ESV_2 The online store completely meets with my 
expectations. 
(Luarn & Lin, 2003), (Ranaweera, 
Bansal, & McDougall, 2008), (Cyr, 
et al., 2008) 
ESV_3 The online store completely meets my 
needs. 
 
ESV_4 All my experiences with this online store 
have been satisfactory. 
(Devaraj, et al., 2003), (Sahadev & 
Purani, 2008), (Horppu, et al., 
2008), (Jin, et al., 2008) 
ESV_5 My decision to purchase from this online 
store was a wise one. 
(Cronin, et al., 2000), (R. E. 
Anderson & Srinivasan, 2003), 
(Hellier, et al., 2003) 
ESV_6 I am satisfied with the product quality 
provided by this online store. 
(Jin, et al., 2008), (J. Kim, et al., 
2009) 
ESV_7 I am satisfied with the speed of delivery 
provided by this online store. 
(Semeijn, et al., 2005) 
ESV_8 I am satisfied with the state of the goods 
when received from this online store. 
 
Sources: developed for this thesis 
 
4.7. E-trust construct indicators 
Gefen & Straub (2004) suggested that e-trust was a second-order latent variable that 
was constructed from four first-order latent variables namely integrity, predictability, 
ability, and benevolence.  
Integrity was measured by three items namely reliability of promises, honesty, and 
promise keeping (Gefen & Straub, 2004). Benevolence had four items, ability had three 
items, and predictability had two items.  
Although these scholars agreed with Gefen & Straub (2004), that trust was a second 
order latent variable, Mukherjee & Nath  (2007) and Flavián & Guinalíu (2006)  
disagreed on both the numbers and variables that indicated trust. Both groups of 
scholars identified that trust was indicated by three first order latent variables. Yet there 
were differences in the names of variables as well as the number of items used in their 
studies. 
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Trust was constructed from three first order latent variables namely propensity of trust 
(with six indicators), trust in technology (with two indicators), and confidence in 
website (three indicators) (Mukherjee & Nath, 2007). Meanwhile, other researchers 
suggested that trust should be  measured by three second order latent variables namely 
honour (with five indicators), benevolent (with six indicators), and competence (with 
four indicators) (Flavián & Guinalíu, 2006).        
Table 4.22 E-trust as second order latent variable 
Study Sub Construct Indicator 
Gefen & Straub (2004) Integrity 
 Promises made by X are likely to be 
reliable. 
 I do not doubt the honesty of X. 
 I expect that X will keep promises they 
made. 
 I expect that the advice given by X is 
their best judgment. 
Benevolence 
 I expect I can count on X to consider 
how its action affects me. 
 I expect that X intentions are benevolent. 
 I expect that X puts customers' interests 
before their own. 
 I expect that X is well meaning. 
Ability 
 X is competent. 
 X understands the market it works in. 
 X knows about products. 
 X knows how to provide excellent 
service. 
Predictability 
 I am quite certain about what X will do. 
 I am quite certain what to expect from X 
Flavián & Guinalíu 
(2006) 
Honour 
 This web site usually fulfils the 
commitments it assumes. 
 The information offered by this site is 
sincere and honest. 
 I can have confidence in the promises 
that this web site makes. 
 This web site does not make false 
statements. 
 This web site is characterized by the 
frankness and clarity of the services that 
it offers to the consumer. 
Benevolent 
 The advice and recommendations given 
on this web site are made in search of 
mutual benefit. 
 This web site is concerned with the 
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Study Sub Construct Indicator 
present and future interests of its users. 
 This web site takes into account the 
repercussions that their actions could 
have on the. 
 This web site would not do anything 
intentional that would prejudice the user. 
 The design and commercial offer of this 
web site take into account the desires and 
needs of its. 
 This web site is receptive to the needs of 
its users. 
 Competence 
 This web site has the necessary abilities 
to carry out its work. 
 This web site has sufficient experience in 
the marketing of the products and 
services that it. 
 This web site has the necessary resources 
to successfully carry out its activities. 
 This web site knows its users well 
enough to offer them products and 
services adapted to their needs. 
Sources: developed for this thesis 
 
In disagreement with scholars who suggested that e-trust was a second order latent 
variable, some scholars have suggested that e-trust was a first order latent variable. 
Chang and Chen (2008) developed an e-trust measure that consisted of six indicators. 
The indicators were (1) web site competent, (2) web site knowhow to provide excellent 
service, (3) promised by web site are likely to be reliable, (4) web site willingness to 
keep promises they made, (5) web site has good intention towards user, and (6) web 
site’s intention are benevolent.   
Chen & Barnes (2007) outlined their conceptualisation of trust as (1) a set of distinct 
beliefs consisting integrity, benevolence, and ability; (2) a general belief or trusting 
intentions that another party could be trusted, or the willingness of a party to be 
vulnerable to the actions by another; (3) feelings of confidence and security in the 
caring response of the other party; and (4) a combination of these factors. Based on this 
concept, their study used nine items to measure e-trust. These were (1) web site 
trustworthy and honesty, (2) web site keeps promises and obligations, (3) plentiful  
information of sufficient quality, (4) dependability of web site infrastructure, (5) offer 
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secure personal privacy, (6) thought that the web site keeps best interests in mind, (7) 
compared to others, the web site is secure and reliable, (8) the web site would not 
behave opportunistically, and (9) the performance of the web site meets expectations 
(Y.-H. Chen & Barnes, 2007). 
Flow & Treiblmaier (2006) suggested that e-trust should be constructed from three 
indicators, which were adopted from the instrument that was used by Delgado-Ballester 
& Munuera-Alemán (2001). The indicators used were (1) XYZ is interested in my 
satisfaction, (2) XYZ holds me in high regard as a customer of its product, and (3) XYZ 
offers me recommendations and advice in using the product in the best possible way 
(Floh & Treiblmaier, 2006).  
In assessing the relationship amongst the measures in their model, Ribbink et al. (2004) 
used five items to measure e-trust. The measurements used were: preparedness to give 
private information to e-store, willingness to give credit card number, willingness to pay 
in advance, customer belief that e-stores were professionals, and customer belief that e-
stores will fulfil their promises (Ribbink, et al., 2004). 
E-trust was shown to be  a latent variable consisting of four indicators by (Luarn & Lin, 
2003). The indicators used were statements of users’ experience in the past in dealing 
with certain e-service. The first indicator was whether the e-store was opportunistic. The 
second indicator was whether an e-store cares about customers. The third indicator was 
whether the customer experience was that the e-store was honest, and lastly whether the 
store was predictable. 
In earlier research in an online banking environment, a model of trust was developed by 
Mukherjee & Nath (2003). The model used three indicators to measure e-trust as a first-
order latent variable; these were (1) perceived risk, (2) technology orientation, and (3) 
reputation.  
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Table 4.23 E-trust with nine indicators 
Study Indicator 
Chen & Barnes 
(2007) 
 This web site is trustworthy and honest. 
 This web site wants to keep promises and obligations. 
 The information on this web site is plentiful and of 
sufficient quality. 
 The infrastructure of this web site is dependable. 
 The web site offers secure personal privacy. 
 It is thought that this web site keeps my best interests in 
mind. 
 Compared to other web sites, this web site is secure and 
reliable. 
 This web site would not behave opportunistically (e.g. 
gaining money illegally). 
 The performance of this web site meets my expectations. 
Sultan, et al. (2002) 
 The site visually conveys a sense of honesty. 
 The site feels warm and comforting. 
 The site represents a quality company or organization. 
 The site enhanced how I feel about the company whose 
site this is. 
 I believe the company sponsoring this site will not use 
cookies to invade my privacy in any way. 
 I enjoyed the overall experience of the site. 
 This site appears to be trust worthier than other sites I 
have visited. 
 The site represents a company or organization that will 
deliver on promises made. 
Sources: developed for this thesis 
Table 4.24 lists the indicators for e-trust as a first order latent variable measured by six 
and five indicators as used by some scholars.  
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Table 4.24 E-trust with six and five indicators 
Study Number of items Indicator 
Chang and Chen 
(2008) 
6 
 Web site competent.  
 Web site knowhow to provide excellent 
service. 
 Promised by web site are likely to be 
reliable. 
 Web site willingness to keep promises 
they made. 
 Web site has good intention towards user.  
 Web site’s intentions are benevolent.   
Bansal, et al. 
(2004) 
5 
 I feel that I can trust my e-Store 
completely. 
 My e-Store is truly sincere in its promises. 
 My e-Store is honest and truthful with me. 
 My e-Store treats me fairly and justly. 
 I feel that my e-Store can be counted on to 
help me when I need it. 
(Kassim & 
Salaheldin, 2009) 
& Ribbink, et al. 
(2004) 
5 
 I am prepared to give private information 
to online companies. 
 I am willing to give my credit card number 
to most online organizations. 
 It is problem to pay in advance for 
purchased products over the internet. 
 Online organizations are professionals in 
their branch. 
 Online organizations intend to fulfil their 
promises. 
Sources: developed for this thesis 
Based on prior research into e-trust indicators, it was decided to use eight indicators to 
measure e-trust. A pilot test was then carried out to assess variance extracted and 
reliability of each indicator (see part 5.6.2), Based on the pilot test results this study 
then employed five indicators to measure e-trust, while the italicised indicators in the 
following table are the deleted ones.  
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Table 4.25 Proposed Indicators of the e-trust construct 
Name Indicator Source 
ET_1 I completely trust this online store. Bansal, et al. (2004), Bennett & 
Helen (2001), Mukherjee & Nath  
(2007), Sahadev & Purani  (2008) 
ET_2 I believe promises made by this online store 
are likely to be reliable. 
Bansal, et al. (2004),  Bennett & 
Helen (2001), Chang & Chen  
(2008), Gefen & Straub, 2004 
(2004) 
ET_3 I am willing to give my credit card number to 
this online company. 
Ribbink, et al. (2004) 
- It is not a problem to pay in advance for 
purchased products over the Internet. 
Ribbink, et al. (2004) 
- I give my personal information only when 
online retailer has a good reputation. 
Mukherjee & Nath  (2007) 
ET_4 I do not doubt the honesty of this online 
store. 
Gefen & Straub  (2004) 
- This web site would not behave 
opportunistically (e.g. gaining money 
illegally). 
Chen & Barnes  (2007) 
ET_5 I believe there is a negligible risk that 
something may go wrong when using this 
online store site for purchases. 
(Mukherjee & Nath, 2007) 
Sources: developed for this thesis 
4.8. E-commitment construct indicators 
There is no single standard measurement of e-commitment that is accepted and used by 
scholars. Studies addressing e-commitment have tended to use different names and 
items to measure e-commitment. Some studies have proposed e-commitment as a 
second order construct with three latent variables, other scholars have proposed a 
second order construct with two latent variables, and most researchers have used a first 
order construct.  
According to Bansal, Irving, & Taylor (2004), e-commitment was measured by three 
latent variables which included normative commitment, affective commitment and 
continuance commitment. Meanwhile the research done by Fullerton (2005) and Heiner, 
Gopalkrishnan, Hilke, Joerg, & Heribert (2006) proposed the use of a second order 
latent variable to measure e-commitment. Affective commitment and continuance 
commitment were the two latent constructs that indicated e-commitment.  
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Table 4.26 E-commitment as second order construct 
Study Number of items Indicator 
Bansal, et al. 
(2004) 
Normative 
commitment 
Even if it were to my advantage. I do not feel 
it would be right to leave my e-Store 
My e-Store deserves my loyalty 
I would feel guilty if I left my e-Store 
I would not leave my e-Store right now 
because I have a sense of obligation to them 
Affective 
commitment 
I do not feel emotionally attached to my e-
Store 
I do not feel like a part of family with my e-
Store 
I do not feel a strong sense of belonging to 
my e-Store 
Continuance 
commitment 
It would be very hard for me to leave my e-
Store right now, even I wanted to 
Too much of my life would be disrupted if I 
decided to I wanted to leave my e-Store now 
I feel that I have too few option to consider 
leaving my e-Store 
Fullerton (2005) Affective 
commitment 
I feel emotionally attached to X 
X has a great deal of personal meaning for me 
I feel a strong sense of identification with X 
Continuance 
commitment 
It would be very hard for me to switch away 
from X right now even if I wanted to 
My life would be disrupted if I switched 
away from X 
I would be too costly to switch from X right 
now 
Heiner, et al. 
(2006) 
Affective 
commitment 
I feel that I can trust the (service provider) 
I identify with the (service provider) 
I feel emotionally attached to the (service 
provider) 
Continuance 
commitment 
Scarcity of alternatives 
Availability of options 
Involuntary choice 
Loyalty program membership 
Sources: developed for this thesis 
According to Casaló, Flavián, & Guinalíu (2007), e-commitment was a first-order latent 
variable consisting of three indicators. Other studies done by Mukherjee & Nath, used 
three items in a  first order latent variable measuring e-commitment (Mukherjee & Nath, 
2003). In an online banking industry e-commitment was also measured by three items. 
Originally it was proposed to be measured by five items, but after a refinement process 
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there were only three items that were found to indicate e-commitment (Sanchez-Franco, 
et al., 2009).  
Table 4.27 E-commitment as first order latent variable with three items 
Study Indicator 
Casaló, Flavián, & 
Guinalíu (2007) 
I will recommend this web site to other people 
I will point out the positive aspects of this web site if 
anybody criticises it 
To change my preference from this e-service would require 
major rethinking 
Mukherjee & Nath 
(2003) 
I feel very high degree of association with the online retailer 
I transact with 
I have a very long association with the online retailer that I 
transact with 
I feel a sense of belonging to the online retailer I transact 
with 
Sanchez-Franco, et al. 
(2009) 
Even I could, I would not leave my current ISP: I like 
having relationship with it 
I want to continue being a member of the community that 
uses the service of my ISP: my relationship with it realy 
gratifying 
My affective links with my ISP are the main reason why I 
continue to use its service 
Sources: developed for this thesis 
 
Although may researchers believed that e-commitment was a first-order construct, both 
Luarn & Lin (2003) and Park & Kim  (2003) differed in the number of indicators that 
they considered indicated e-commitment. A study done by these researchers, found that 
e-commitment was indicated by four indicators (Luarn & Lin, 2003). Another study 
argued that e-commitment was constructed from six indicators (Kim, et al., 2008).     
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Table 4.28 E-commitment as first order latent variable with more than three 
indicators 
Study Indicator 
Park & Kim  (2003) I will not change my book shopping site in the future 
I will continuously purchase books at this site in the future 
I will recommend this site to other people 
I will visit this site first when I want to buy books 
Luarn & Lin  (2003) My preference for this e-service would not willingly change 
It would be difficult to change my beliefs about this e-
service 
Even if close friends recommended another online travelling 
(or video on demand) e-service, I would not change my 
preference for this e-service 
To change my preference from this e-service would require 
major rethinking 
Kim, et al. (2008) Whether or not to stop using an online shopping mall 
Ease of changing belief 
Continual use though friend recommendations 
Resistance to changing preferences 
Continuing purchase in the future 
Recommending the online shopping mall to others 
Sources: developed for this thesis 
 
Some researchers used only three indicators in measuring e-commitment such as 
Bennett & Helen  (2001), Dimitriades  (2006), Evanschitzky, et al. (2006), Mukherjee 
& Nath (2007), and Casaló, et al. (2007). Most of these researchers treated commitment 
as affective commitment rather than as continuance commitment.  
Based on prior research, this research used a combination of affective and continuance 
commitment in measuring e-commitment. A pilot test (see part 5.6.2) was used to 
examine the reliability and validity of seven proposed indicators and resulted in the 
retention of six indicators of e-commitment for this study. In the following table the 
italicised indicator is the one that was deleted. 
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Table 4.29 Proposed Indicators of the e-commitment construct 
Name Indicator Source 
EC_1 I feel emotionally attached to this online 
store. 
Dimitriades  (2006), Evanschitzky, 
et al. (2006), Fullerton (2005) 
- I feel very high degree of association with 
the online retailer I transact with 
(Mukherjee & Nath, 2007), 
Mukherjee & Nath (2003) 
EC_2 This online store has a great deal of 
personal meaning for me 
Fullerton (2005) 
EC_3 I feel a strong sense of identification with 
this online store. 
Fullerton (2005) 
EC_4 It would be very hard for me to leave this 
online store right now, even I wanted to. 
Bansal, et al. (2004), Fullerton 
(2005) 
EC_5 I feel that I have too few options when 
considering changing this online store. 
Bansal, et al. (2004) 
EC_6 It would be too costly to switch from this 
online store right now. 
Fullerton (2005) 
Sources: developed for this thesis 
4.9. Conclusion 
This chapter detailed the measures for each of the constructs used in this thesis research. 
These have covered indicators that could be used in measuring e-loyalty, e-service 
quality, perceived e-value, e-satisfaction, e-trust, and e-commitment based on both the 
non e-retailing and e-retailing research.  
The final indicators that will be used to measure each construct to be used in this thesis 
research have been developed from the information that was obtained from the prior 
work of other researchers. These indicators were then purified by means of a pilot test, 
in order to produce the final construct indicators to be used in this study. The construct 
of e-loyalty will be measured by eight indicators, e-security by seven indicators, 
perceived e-value by five indicators, e-satisfaction by eight indicators, e-trust by five 
indicators, and e-commitment by six indicators. E-service quality has been developed as 
a second order construct with first order latent variables namely e-squal1, esqual2, and 
esqual3 with five, three and six indicators respectively,  
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CHAPTER 5 
RESEARCH METHODOLOGY 
 
5.1. Introduction 
In chapter 5, the proposed model of e-loyalty will be restated before explaining the 
methodology to be used to test the model and its constituent hypotheses. This chapter 
provides a comprehensive overview of the methodology employed in order to follow a 
systematic research process. The chapter will begin with coverage of the problem 
identification followed by the research design which is continued into the sample design 
and other sub-chapters as is shown in Figure 6.1. 
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Figure 5.1 Structure of Chapter Five 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
5.4. Sample design 
5.3. Research design 
5.5. Operation definition 
5.2. Problem discovery and definition 
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5.6. Data collection method 
5.7. Survey administration 
5.8. Data analysis 
5.9. Conclusions 
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5.2. Problem discovery and definition 
According to (Zikmund, 2003), the first phase of any business research process is 
problem discovery and definition and the problem that is to be addressed by this thesis 
research was set out in Chapter 1, The next stage is the determination of the hypotheses 
to be tested and these were identified in Chapter 4 and also outlined in Chapter1. 
The research problem, research questions and research objectives are summarised in 
Figure 5.1. 
Figure 5.2 Research Objectives, Research Questions and Research Problem 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
Research Problem 
How e-loyalty is constructed, what are the factors that influence it 
in developing and developed countries and to what extent do these 
influences vary between these different types of countries? 
Problem 
definition 
Research objectives 
 
 
1. To examine the nature 
of the interrelationships 
between the factors 
influencing e-loyalty.  
2. To investigate whether 
there are any 
differences in the 
interrelationships 
between these factors 
and their associations 
with e-loyalty between 
developing and 
developed countries. 
 
Research questions 
 
 
1. What is the nature of the 
interrelationships between 
the factors influencing e-
loyalty in a developing 
country? 
2. What is the nature of the 
interrelationships between 
the factors influencing e-
loyalty in a developed 
country? 
3. Does the interrelationship 
between factors 
influencing e-loyalty 
differ between developing 
and developed countries? 
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5.3. Research design 
A research design is a framework or a master plan for the research and is used as a 
guide for collecting and analysing the data (Churchill, 1995). It ensures that the study 
will be relevant to the problem and will use suitable procedures (Churchill, 1995). In 
most business research, research designs are classified into three categories namely (1) 
exploratory research, (2) descriptive research and (3) causal research (Zikmund, 2003).  
5.3.1. Justification for the research design 
As espoused by Zikmund (2003), this thesis research employs three research designs in 
order to gather all the necessary information. The use of research designs is based on 
their being considered to be stages in a continuous process (Churchill, 1995) as 
illustrated in Figure 3.2. Exploratory research is often seen to be the initial step for an 
investigation when there is a lack of knowledge of the problem (Churchill, 1995). The 
major emphasis for this step is the discovery of ideas and insights (Churchill, 1995; 
Malhotra, Hall, Shaw, & Oppenheim, 2002; Zikmund, 2003). The second step is 
descriptive research. This is concerned with determining the frequency with which 
something occurs or the relationship between two variables (Churchill, 1995; Malhotra, 
et al., 2002; Zikmund, 2003). The final step is causal research which examines a cause-
and-effect relationships (Churchill, 1995; Malhotra, et al., 2002; Zikmund, 2003).  
Generally exploratory research is conducted in the early stage of the research process to 
clarify and define the nature of the problem (Churchill, 1995). It is also conducted to 
clarify any problem ambiguities and to achieve a better understanding of the dimensions 
of the problem, so as to refine the problem into a researchable one (Zikmund, 2003). 
The general objective of exploratory research is to gain insights and ideas; it is 
particularly helpful in breaking broad, vague problem statements into precise sub-
problems, possibly in the form of specific hypotheses (Churchill, 1995). 
The exploratory research that was done, firstly involved in-depth interviews with 
individual academics in Australia and Indonesia. Interviews with online marketing 
practitioners as well as with e-store customers were also carried out to sharpen the study 
focus.    
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The second research design aspect employed in this study was descriptive research. This 
type of research is used to describe the characteristics of the population or phenomenon 
by seeking to verify the answers to who, what, when, where, and how (Churchill, 1995; 
Zikmund, 2003). Hence, this design aspect was used as being appropriate for the 
identification of the characteristics of particular problems or issues (Hussey & Hussey, 
1997).  
Causal research is done to examine cause-and-effect relationships and to identify such 
relationships and to provide evidence regarding their relationships (Churchill, 1995; 
Zikmund, 2003). It also attempts to establish that when one event has occurred another 
event will follow (Zikmund, 2000a). Causal research was used in this study to test 
relationships or associations between constructs (Malhotra, 1999; Zikmund, 2000a).  
The causal research was carried out in order to test the possible causal relationships 
between e-security, e-quality, e-value, e-satisfaction, e-trust, e-commitment and e-
loyalty.   
5.3.2. Primary research methods 
A survey is a method of collecting primary data in which information (facts, opinions, 
motivations, awareness, and attitudes) is gathered by communicating with a 
representative sample of people (Malhotra, Hall, Shaw, & Oppenheim, 2006; Zikmund, 
2003). Surveys are mostly used because they provide a quick, inexpensive, and accurate 
means of assessing information about a population (Zikmund, 2003). 
There are two basic media that can be used for survey research namely human 
interactive media and electronic interactive media (Zikmund, 2003). Human interactive 
media is a personal form of communication in which a message is directed at an 
individual (or a small group) who then have an opportunity to interact with the 
communicator (Zikmund, 2003). Some of these survey types are door-to-door personal 
interviews, central location interviews and telephone interviews (Churchill, 1995; 
Malhotra, et al., 2006; Zikmund, 2003). 
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The use of electronic interactive media is a method of communication between the 
researcher and the respondent using digital technology (Malhotra, et al., 2006; 
Zikmund, 2003). The advent of digital technology has created an opportunity for 
conducting electronic surveys such as e-mail surveys, Internet/Web surveys, converted 
CATI (Computer-Assisted Telephone Interviewing) systems, Bulletin Boards, 
Downloadable surveys and interactive kiosks (Malhotra, et al., 2006; Zikmund, 2003). 
This study was carried out by employing an Internet/Web survey. The justification for 
employing an Internet/Web survey as the appropriate research method is based on the 
requirements of the answers to the major research questions in the study (Malhotra, et 
al., 2006). The main requirement of the population to be surveyed for this research was 
that they should have conducted Internet transactions to buy products/goods. Methods 
such as mail and telephone surveys were inappropriate for this study and these methods 
were not used since it was impractical to use these methods when it was necessary to 
identify individual members of the overall population, who had made electronic 
purchases. 
5.4. Sample design 
Sampling is the process of using a small number of items or parts of a larger population 
to draw conclusions about the whole population (Zikmund, 2003). Basically the 
sampling design process includes some steps that are broadly used for business research 
(Zikmund, 2003). For this study, a five step sampling process was employed (Malhotra, 
et al., 2006).  
5.4.1. Target population 
The first step in developing the sampling design is identifying the target population. The 
population for this study was defined as individuals from Indonesia and Australia who 
had carried out electronic transactions via the Internet to purchase goods from e-retailers 
at least once in the period of the last 12 months. 
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5.4.2. Sample frame 
After identifying the target population, the next step was to establish the sample frame. 
The research used two sample frames; the first one was an Australian sample frame and 
the second was an Indonesian sample frame. The Australian sample frame was a 
database of online customers owned by Qualtrics, one of the commercial providers of 
online survey software from the USA. The Indonesian sample frame encompassed 
members of some Facebook.com groups namely Bhinneka Web Store, Toko Linux 
Baliwae, Batik Distro, and Teman Eshape. The Indonesian sampling frame contained 
3,172 individuals and consisted of their names and email addresses.  
5.4.3. Sampling method 
The third step in the sampling process is to determine the sampling method. There are 
two alternative forms of sampling namely non-probability sampling and probability 
sampling. This study used a probability sampling technique which means that every 
member of the sample frame had a known, non-zero probability of selection ((Zikmund, 
2003). For the purpose of this study, a simple random sampling technique as one of the 
possible probability sampling methods was used for both the Australian sample 
(administered by Qualtrics as the sample provider for this research) and the Indonesian 
sample, which was also drawn by using the Qualtrics software. In order to generate a 
simple random sample, the first step was to import the list from the sample frame into 
the Qualtrics software. To generate a simple random sample, the next step was to create 
a new random sample using the software sample management facility  
5.4.4. Sample size 
The required sample size depends on factors such as the homogeneity of the population, 
and the requirements of the proposed data analysis (Churchill, 1995; Malhotra, et al., 
2006; Zikmund, 2003).  
There are some problems that should be considered in administering a web-based 
survey, such as a lower response rate than for other survey methods (Brawner, Felder, 
Allen, Brent, & Miller, 2001) and multiple responses (Brawner, et al., 2001; McDaniel 
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& Gates, 2002). To deal with these circumstances, it was decided to use a sample size of 
1,100 online customers from the Indonesian sampling frame with the intention of 
obtaining a final response rate from between 200 and 400 respondents. Furthermore, for 
Australian sample it was decided to use a final number of respondents of 220. A total 
between 300 and 400 respondents from both countries would be sufficient for analysis 
using a Structural Equation Modelling (SEM) approach. For this method it is 
recommended that there should be between 100 and 200 cases (respondents) but not 
exceeding 500 after which the method becomes so sensitive to even very minimal 
variations that its ability to identify discrepancies between a data derived model and an 
ideal model becomes very difficult. (Hair, et al., 2006; Tabachnick & Fidell, 1996)   
5.4.5. Sample selection 
The last step in the sampling design is selecting the sample for the study. 220 Australian 
respondents were obtained by means of the use of a random choice selection method 
used by Qualtrics and the company emailed the potential respondents directly 
requesting them to participate in the survey using a link provided in the email. The 
requisite number of respondents was obtained by adjusting the randomly chosen 
requested participants until the desired final number of respondents was achieved. The 
Indonesian sample that consisted of 1,100 potential respondents was randomly selected 
from the sample frame that encompassed 3,172 members of the sample frame as 
detailed in section 5.4.2. An invitational email and three friendly follow up reminder 
emails were sent directly from the Qualtrics web survey software to the randomly 
selected Indonesian sample members requesting their participation in the survey.     
5.5. Operational definition 
A problem must be clearly delineated before a measurement process can be initiated 
(Zikmund, 2000b). This stage in the research is termed the operational definition. The 
operational definition for this thesis research which was also embodied in the online 
questionnaire is summarised in Table 5.1. 
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Table 5.1 Operational definition of the thesis 
Concept 
Conceptual 
definition 
Operational definition 
Question/statement details 
Measurement 
Type and 
method 
Demographics E-customer personal 
demographic and 
socio-economic 
characteristics 
Gender 
Age 
Education level 
Geographic 
Ocupation 
Nominal 
Ordinal 
Ordinal 
Nominal 
Nominal 
E- loyalty Customer favourable 
attitude towards an 
online store and 
intention to purchase 
from the same online 
store. 
1. I will recommend this 
online store to others. 
2. I consider this online store 
to be my first choice when 
buying products/services 
that I need. 
3. I encourage my friends 
and relatives to do 
business with this online 
store. 
4. I will make positive 
statements about this 
online store to others. 
5. I believe this online store 
to be my favourite online 
store when buying the 
same kind of products. 
6. I consider this online store 
to be my first choice for 
future transactions. 
7. In the coming months, I 
will do more business with 
this online store 
8. I intend to continue 
purchasing from this 
online store. 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
E-service 
quality  
Overall customer 
evaluations and 
judgements regarding 
the excellent and 
quality of e-service 
delivery in the virtual 
market place. 
1. This online store site 
makes it easy to find what 
I need. 
2. This online store site 
enables me to quickly 
complete a transaction. 
3. Information at this online 
store site is well organized. 
4. This online store site loads 
its pages rapidly. 
5. This online store site 
enables me to access it 
quickly. 
6. This online store site is 
always available for 
business. 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
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Concept 
Conceptual 
definition 
Operational definition 
Question/statement details 
Measurement 
Type and 
method 
7. This online store site does 
not crash. 
8. Pages at this online store 
site do not freeze after I 
enter my order 
information. 
9. This online store delivers 
orders when promised. 
10. This online store makes 
items available for 
delivery within a suitable 
time frame. 
11. This online store sends out 
the items ordered. 
12. This online store has in 
stock the items that the 
company claims to have. 
13. This online store makes 
accurate promises about 
delivery of products. 
14. This online store provides 
an order tracking facility 
for me to use. 
E-security Customers’ 
perceptions of the 
safety of personal 
information from any 
disclosure or 
manipulation by 
unauthorised third 
parties that can 
potentially lead to 
economic harm. 
1. I believe this online store 
has mechanisms to ensure 
the safe transmission of its 
users’ information. 
2. I believe this online store 
shows great concern for 
the security of any 
transactions. 
3. I believe this online store 
site has sufficient technical 
capacity to ensure that no 
other organisation will 
supplant its identity on the 
Internet. 
4. I am sure of the identity of 
this online store when I 
establish contact via the 
Internet. 
5. When I send data to this 
online store, I am sure that 
it will not be intercepted 
by unauthorised third 
parties. 
6. I believe that this online 
store has sufficient 
technical capacity to 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
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Concept 
Conceptual 
definition 
Operational definition 
Question/statement details 
Measurement 
Type and 
method 
ensure that the data I send 
will not be intercepted by 
hackers. 
7. When I send data to this 
online store, I am sure that 
it cannot be modified by a 
third party. 
E-perceive 
value 
A consumer’s 
perception of the 
trade-off of the net 
benefits gained in 
exchange for sacrifices 
incurred in obtaining 
the desired benefit. 
1. Products purchased at this 
online store are good value 
for money. 
2. Products purchased at this 
online store are considered 
to be a good buy. 
3. I get what I pay for at this 
online store. 
4. For the price I pay for the 
products at this online 
store I would say the value 
provided by this online 
store is very good.  
5. For the effort involved in 
shopping at this online 
store, I believe that 
shopping at this online 
store is very worthwhile. 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
E-satisfaction The favourable 
affective response of 
customers who find 
the cumulative service 
interaction rewarding 
fulfilling and 
stimulating. 
1. I am satisfied with this 
online store’s business 
processes. 
2. The online store 
completely meets with my 
expectations. 
3. The online store 
completely meets my 
needs. 
4. All my experiences with 
this online store have been 
satisfactory. 
5. My decision to purchase 
from this online store was 
a wise one. 
6. I am satisfied with the 
product quality provided 
by this online store. 
7. I am satisfied with the 
speed of delivery provided 
by this online store. 
8. I am satisfied with the 
state of the goods when 
received from this online 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
 151
Concept 
Conceptual 
definition 
Operational definition 
Question/statement details 
Measurement 
Type and 
method 
store. 
E-commitment A kind of emotional 
bonding that is 
reflected in the 
consumer’s sense of 
belonging and 
involvement with an e-
store 
1. I feel emotionally attached 
to this online store. 
2. This online store has a 
great deal of personal 
meaning for me. 
3. I feel a strong sense of 
identification with this 
online store. 
4. It would be very hard for 
me to leave this online 
store right now, even I 
wanted to. 
5. I feel that I have too few 
options when considering 
changing this online store. 
6. It would be too costly to 
switch from this online 
store right now. 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
E-trust The psychological 
status of willingness to 
depend on another 
person or organization 
1. I completely trust this 
online store. 
2. I believe promises made 
by this online store are 
likely to be reliable. 
3. I am willing to give my 
credit card number to this 
online company. 
4. I do not doubt the honesty 
of this online store. 
5. I believe there is a 
negligible risk that 
something may go wrong 
when using this online 
store site for purchases. 
Interval data from 
a 5 point Likert 
type scale with 
anchor points of 
(1) strongly 
disagree to (5) 
strongly agree 
Source: developed for this thesis research 
5.6. Data collection method 
The method that was used for this research survey was an Internet or Web survey. As 
has been previously described, each questionnaire item was developed from the earlier 
literature on the area of research. Some modification was also done in order to fit the 
questionnaire to both the objectives of the research and the conditions of the Internet 
infrastructure in Indonesia. 
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The survey was developed using Qualtrics Web Survey software that is used by 
Southern Cross University. The questionnaire was formulated using two languages, 
English for the Australian sample, and Bahasa Indonesia for the Indonesian sample. The 
researcher, who is fluent in both languages, carried out the translation from English to 
Bahasa Indonesia. The Indonesian version of the questionnaire was also checked and 
rechecked by the Head of the Language School and the Head of the Language Study 
Centre of Tadulako University, Indonesia to ascertain the appropriateness of its 
translation.  
5.6.1. Questionnaire instrument 
One of the most critical phases in a survey research process is the questionnaire design 
(Malhotra, et al., 2006; Zikmund, 2003). The questionnaire instrument for this research 
was developed to identify customers’ perceptions of questions or statements posed in 
the research. Each question or statement in the questionnaire was developed from the 
literature review as discussed in Chapter 4.  
In formulating the questionnaire the basic guidelines used in designing a questionnaire 
such as question wording, measurement of variables and general appearance of 
questionnaire (Malhotra, et al., 2006; Zikmund, 2003) were taken into account. 
Question wording is the translation of the desired question content and structure into 
words that respondents can clearly and easily understand (Malhotra, et al., 2006). The 
questionnaire was carefully designed to use ordinary words to match the vocabulary 
level of the respondents, and unambiguous words that had a single meaning that was 
known to the respondents were used. Leading or biased questions, implicit alternatives 
and implicit assumptions were avoided in the question wording as well as were 
generalizations and estimates.  
There were three measurement scales used in designing the questionnaire to capture all 
of the information needed for this study namely nominal, ordinal and interval scales. 
Nominal scales were used to identify and classify information, such as demographic 
characteristics. Ordinal scales were used to rank age and education.  
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The last measurement scale type namely interval scales were used in this study to 
measure customers’ perceptions of e- loyalty, e-quality, e-security, perceived e-value, e-
satisfaction, e-trust, and e-commitment attributes in regard to their e-store. The use of 
this interval scale measurement was based on the capability of this scale to measure the 
distance between the different response ratings (Malhotra, et al., 2006). The advantage 
of using an interval scale such as a Likert type scale is reflected in the variability of 
scores that result from the scale (Hayes, 1998).  
To measure the service quality for the e-store, the measurement scale used in this study 
was a five-point Likert type scale. Where “1” was used to represent “strongly disagree” 
and “5” was used to represent “strongly agree”.  
5.6.2. Pilot study 
A pilot study that covered 85 online consumers from Indonesia was conducted. The 
pilot study was used to evaluate the questionnaire instrument that was to be used for the 
main research. The aims of the study were (1) improving the clarity of the questions, (2) 
sharpening the scope of the coverage, (3) evaluating the time taken to complete the 
questionnaire to make sure that the questionnaire was not too long to be completed , and 
(4) to make answering the questionnaire easy (Churchill, 1995; Malhotra, et al., 2006). 
The questionnaire used in the pilot study contained all proposed construct indicators 
namely: e-loyalty with 10 indicators (see Chapter 4, Table 4.5), e-service quality with 
18 indicators (see Chapter 4, Table 4.8), e-security with eight indicators (see Chapter 4, 
Table 4.13), perceived e-value with eight indicators (see Chapter 4, Table 4.18), e-
satisfaction with eight indicators (see Chapter 4, Table 4.21), e-trust with eight 
indicators (see Chapter 4, Table 4.25), and e-commitment with seven indicators (see 
Chapter 4, Table 4.29). Calculation of Cronbach alpha was carried out to obtain the 
reliability of the constructs. The results from the pilot study indicated a need for some 
adjustments to the construct indicators to be included in the final questionnaire 
instrument as can be seen in Table 5.1.    
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5.6.3. Validity and Reliability 
As was identified in section 5.6.1 multi-item scales were used to evaluate the constructs 
of satisfaction and loyalty. Establishment of the accuracy of measurement is the most 
important issue in research when using a multi item scale (Zikmund, 2003). A variety of 
factors can cause measurement error, which can result in the measurement or observed 
score being different from the true score of the characteristic being measured (Malhotra, 
et al., 2006). Both validity and reliability were used to evaluate the accuracy and 
applicability of the measurement used in this research.    
5.6.3.1. Validity 
The ability of a scale or measuring instrument to measure what is intended to be 
measured is called validity (Zikmund, 2003). Major validity measures that might be 
considered by researchers are content validity, criterion validity and construct validity 
(Malhotra, et al., 2006; Zikmund, 2003). These were also evaluated in this research. 
 Content Validity 
Content validity, which is also called face validity, is a subjective but systematic 
evaluation of how well the content of a scale represents the measurement task at hand 
(Malhotra, et al., 2006). This type of validity can also be named as professional 
agreement that a scale logically appears to be accurately reflecting what was intended to 
be measured (Zikmund, 2003). This study ensured content validity by firstly using 
seven constructs that were developed from insights gained from the exploratory study in 
the primary stage and from the studies of previous researchers that had been published 
in well-known and international journals of high standing. 
 Criterion Validity  
Criterion validity is the ability of a measure to correlate with other measures of the same 
construct (Zikmund, 2003). This type of validity can be classified as either “concurrent 
validity” or “predictive validity”. Concurrent validity is a classification of criterion 
validity whereby a new measure correlates with a criterion measure taken at the same 
time (Zikmund, 2003). Meanwhile, predictive validity assesses the ability of a measure 
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to predict a future event or to correlate with a criterion measure administered at a later 
time (Zikmund, 2003). This research only examined concurrent validity and used 
confirmatory factor analysis for this purpose.  
 Construct Validity 
Construct validity addresses the ability of a measure to confirm a network of related 
hypotheses generated from a theory based on the concepts (Zikmund, 2003). It is 
composed of several different types of validity namely convergent validity, discriminant 
validity and nomological validity. Convergent validity was assessed using confirmatory 
factor analysis and variance extracted, discriminant validity by testing whether the 
measures were uncorrelated with other measures of the same construct while 
nomological validity will be assessed by determining whether the construct inter-
relationships, as proposed in the overall model, are supported (Hair et al. 2006, pp. 807-
812).  
5.6.3.2. Reliability 
Reliability refers to the extent to which a scale produces consistent results if 
measurements are made repeatedly and measures are free from error and therefore yield 
consistent results (Hair, et al., 2006; Malhotra, et al., 2006; Zikmund, 2003). Construct 
or composite reliability is a widely used to measure of reliability, which utilises 
Cronbach’s coefficient alpha. The formula for construct reliability and the results of 
construct reliability assessment used in this research was (Hair et al., 1995):  
 
 
 
A commonly used threshold value for acceptable reliability is .70 (Nunnally & 
Bernstein, 1994), although this is not an absolute standard (Hair, et al., 2006; Malhotra, 
et al., 2006). Construct reliability of the constructs in the questionnaire instrument as a 
result of a pilot study test is shown in the table below.  
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Table 5.2 Construct reliability of constructs from the pilot study test 
Construct Number of items Alpha 
E-loyalty 8 .889 
E-Service Quality 14 .899 
E-Security 7 .921 
Perceived E-Value 5 .821 
E-Satisfaction 8 .864 
E-Trust 5 .834 
E-Commitment 6 .913 
Source: pilot data testing for this research 
The initial pilot study test of the construct reliabilities indicated an acceptable Cronbach 
alpha value. The highest alpha value was e-security with a value of .921, while the 
lowest alpha value was perceived e-value with a value of .821. All seven constructs met 
the reliability requirements for their use in the further research steps.  
5.6.4 Ethical consideration 
The most controversial issue besides the security of the Internet is the privacy of 
Internet users (Malhotra, et al., 2006; Zikmund, 2003). The advance of Internet 
technology makes it possible for anyone to collect the Internet user’s identity by 
utilizing cookies (a mechanism which server-side connections can use to both store and 
retrieve information on the client side of the connection), so as to capture a remote host 
or other users’ important information. Another issue related to privacy is unsolicited 
email or Spamming especially in recruiting respondents (Franzak, Pitta, & Fritsche, 
2001). In order to protect this study from such unethical issues, the researcher 
proceeded as follows: 
1. The research had approval from the Southern Cross University Human Research 
Ethics Committee (SCU HREC) and met the required standard of ethical issues 
for social science research. 
2. Participation in the survey was completely voluntary. 
3. There was only one cookie placed in the questionnaire page on the Website, 
which was used to capture the remote host IP number for each respondent. This 
option was needed to confirm that each respondent made only one response. 
This was important to avoid multiple responses that might have occurred. Any 
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duplicate responses were eliminated and no record of the remote host computers 
was retained.  
5.7. Survey administration 
The survey was conducted through the Internet and administered as follows: 
1. Initial invitation emails regarding survey participation were sent to prospective 
respondents in the sample frame. 
2. Incoming emails sent by prospective respondents from the sample frame who 
were unwilling to participate in the survey were removed from the sample.  
3. First follow up reminder emails were sent four weeks after the first invitation 
reminding the prospective respondents to participate in the survey. 
4. Other respondents that indicated an intention to not participate were then 
removed from the sample. 
5. Second follow up reminder emails were sent four weeks after the first reminder 
emails. 
6. Third reminder emails were sent three weeks after the second reminder after 
removing prospective respondents who had indicated their intention to not 
participate in the survey. This reminder was the last reminder for the survey. 
7. Three weeks after the last reminder, the online survey was closed and data was 
gathered.   
5.8. Data analysis 
The method used for the measurement of the constructs and the analytical methodology 
will be described in this section as well as the procedures that were employed in this 
research. This section also justifies the methodology that was used. This study used two 
statistical software programs namely SPSS and AMOS for data analysis. SPSS was used 
for examining, pre-screening, and analysing the data gathered from both the pilot study 
and from the main survey. Descriptive statistics were used to analyse normality by 
examining the data skewness and kurtosis. Finally, validity and reliability analyses were 
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used with the pilot study data to purify the construct indicators to be included in the 
questionnaire that was used in the main survey. 
The objectives of the study were to examine the nature of the interrelationships between 
the constructs influencing e-loyalty and to investigate whether there were any 
differences in the interrelationships between these constructs and their associations with 
e-loyalty between developing and developed counties. In order to achieve these 
objectives of the study the Structural Equation Modelling (SEM) program of AMOS 19 
was used for confirmatory factor analysis as well as in the testing of the structural 
models and the hypothesis testing.     
5.8.1. Justification of the selected methodology 
The structural equation modelling (SEM) technique is widely used in many fields of 
study such as education, marketing, psychology, sociology, management and even 
genetics (Hair, et al., 2006). The advantage of using structural equation modelling 
(SEM) is that this method (1) provides a straightforward method of simultaneously 
dealing with multiple relationships while providing statistical efficiency and (2) is able 
to assess the relationships comprehensively so as to provide a transition from 
exploratory to confirmatory analysis (Hair, et al., 2006). The selected methodology and 
chosen test methods are detailed in Appendix 3. 
5.9. Conclusions 
The adopted research methodology in the research that has been described in this 
chapter is a rational phenomenon framework. Both the research design and the 
procedures used in sample selection were delineated. This chapter has also explained 
the measurement process and the appropriate data collection method that was used as 
well as setting out a justification for the methods used. Data were collected by carrying 
out an Internet/Web survey using Qualtrics online survey software which involved 
surveying Indonesian and Australian online customers. SPSS and AMOS 19 was then 
used to analyse the research data. 
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CHAPTER 6 
DATA  ANALYSIS – CONSTRUCT MODEL 
 
6.1. Introduction 
This chapter discusses the assessment process followed in developing and testing the 
constructs in the model set out in Chapter 4. The analysis was carried out using the 
AMOS 19 program. 
The following diagram illustrates the content that will be covered in Chapter 6. 
Figure 6.1 Structure of Chapter Six 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
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6.2. Respondent characteristics 
Discussion of the characteristics of the respondents used in this research are divided into 
two sections, first of all will be the discussion of the Indonesian sample characteristics 
and secondly the characteristics of the Australian sample. The characteristics of 
respondents discussed in this section are gender, age, education, geographical location 
and occupation. There are some differences in the locations of the respondents surveyed 
in both countries. In Indonesia the location was based on provinces and it was based on 
states in Australia. There were also some differences between the samples in relation to 
education and occupational classifications. Details of the respondent characteristics are 
provided in Appendix 4. 
6.3. Construct model assessment 
The construct models were assessed for reliability and validity  and details of these 
assessments are provided in Appendix 2. 
6.4. Conclusions 
This chapter has discussed the respondent characteristics of both of the Indonesian and 
Australian samples. The process of and results from the development and then testing of 
the construct models for each construct, using halves of the Indonesian dataset, and the 
assessments of construct validity and reliability have been set out.  The final valid and 
reliable construct models that were produced by means of this procedure were as 
follows: 
E-loyalty consisted of four observed variables (EL_2, EL_5, EL_6, and EL_8), e-
service quality was a second order construct with three first order indicator latent 
variables namely: efficiency (ESQ_1, ESQ_2, ESQ_3, and ESQ_5), system availability 
(ESQ_6, ESQ_7, and ESQ_8), and fulfilment (ESQ_9, ESQ_10, ESQ_11, and 
ESQ_13). E-security was indicated by four observed variables (ESC_4, ESC_5, ESC_6, 
and ESC_7), perceived e-value was indicated by four observed variables (ESV_1, 
ESV_2, ESV_3, and ESV_5). E-satisfaction was indicated by four observed variables 
 161
(ES_1, ES_2, ES_3, and ES_4). Both e-trust with the observed variables of ET_1, 
ET_2, ET_4, and ET_5 and e-commitment were indicated by four variables namely 
EC_1, EC_2, EC_3, and EC_4.  
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CHAPTER 7 
DATA ANALYSIS – STRUCTURAL MODEL 
 
7.1. Introduction 
The previous chapter presented the process used to develop the construct models to be 
used as the basis for the overall structural model of e-loyalty. The discussion in this 
chapter covers the assessment of the structural model of e-loyalty and its relationships 
to the constructs of e-quality, perceived e-value, e-security, e-satisfaction, e-trust and e-
commitment as well as the examination of the associated hypotheses. An evaluation 
using a multi-group analysis in order to determine whether there were any differences 
between the Indonesian and Australian respondents in respect of the model of  e-loyalty 
and its associated relationships will also be described. 
The following diagram illustrates the content that will be covered in Chapter 7. 
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Figure 7.1 Structure of Chapter Seven 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
7.2. Structural model assessment 
This section discusses the process of evaluating the structural model of e-loyalty. 
Discussion is divided into three subsections. These are the evaluation of the model in 
relation to the Indonesian data, the evaluation using the Australian data and the 
comparison of the fit of the overall model across both sets of data to identify whether 
there were any differences between the Indonesian and the Australian samples as 
examples of a developing and a developed country. 
7.2.1 Preliminary model of e-loyalty 
The structural model of e-loyalty consisted of one exogenous variable, six endogenous 
variables and 28 observed variables. The exogenous variable was e-security which had 
four observed variables. Meanwhile the endogenous variables were e-quality, e-value, 
e-satisfaction, e-trust, e-commitment, and e-loyalty. E-quality was a latent second order 
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variable as was discussed in Chapter 7 and consisted of three first order latent variables. 
The other five endogenous variables were first order latent variables. There were four 
latent variables namely e-value, e-trust, e-commitment, and e-loyalty consisted of four 
observed variables. Meanwhile, e-satisfaction consisted of five observed variables. The 
initial structural model is displayed in the figure below.  
Figure 7.2 Initial Structural Model 
 
 
Source: data analysis for this research 
 
An evaluation of the goodness-of-fit indices of this structural model produced model 
GFI and AGFI values of .869 and .841 respectively. RMSEA at a level of .053 was 
lower than the cut-off value (.08), but the SRMR was slightly higher than its cut-off 
value at a level of .0562. Based on this information, it was considered that there could 
be some adjustment to this model if such adjustments were minor and were considered 
to be rational.   
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Table 7.1 Goodness-of-fit indices for the initial structural model of e-loyalty 
Goodness-of-fit measure Value Cut-off value 
Chi square χ2 551.803  
Normed chi square χ2/DF 1.780 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .869 ≥ .90 
Adjusted Goodness of Fit Index AGFI .841 ≥ .90 
Tucker Lewis Index TLI .952 ≥ .95 
Comparative Fit Index CFI .958 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .056 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .053 ≤ .08 
Source: data analysis for this thesis 
 
Evaluation of the structural model parameter estimates showed that all but two of the 
model path values were significantly different from zero. The two non-significant paths 
were the relationship between e-qual and e-trust, and the relationship between e-quality 
and e-loyalty. 
Examination of the model using the modification indices provided by the Amos 
program suggested that an improvement could be made if the variables ESC_1 and 
ESC_4 were to be removed. Since these variables were not necessary for the 
identification of their respective constructs in the overall model and because it was 
considered that the removal of an indicator from a reflective construct would not alter 
the conceptual domain of the construct (Jarvis et al.  2003) these measures were 
removed from the model which was then retested. 003, p. 203. 
7.2.2. Final model of e-loyalty for a developing country 
The final path model of e-loyalty as modified together with its indicator loadings, is 
shown in Figure 7.3 
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Figure 7.3 Final Structural Model of e-Loyalty for Developing Country 
 
 
Source: data analysis for this research 
 
As shown in Table 7.2 assessment of goodness-of-fit indices of this final structural 
model indicated that the model provided a satisfactory fit to the data based on the fact 
that the majority of the eight fit indices were in accordance with the designated cut-off 
values. Although the AGFI was slightly below its cut-off value at a value of .883, the 
goodness of fit indices are known to be affected by the size of the sample and this was 
therefore not considered to be a problem.  
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Table 7.2 Goodness-of-fit indices for the structural model of e-loyalty for a 
developing country 
Goodness-of-fit measure Value Cut-off value 
Chi square χ2 341.565  
Normed chi square χ2/DF 1.441 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .907 ≥ .90 
Adjusted Goodness of Fit Index AGFI .883 ≥ .90 
Tucker Lewis Index TLI .975 ≥ .95 
Comparative Fit Index CFI .979 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .037 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .040 ≤ .08 
Source: data analysis for this thesis 
 
Additional assessment of the model showed that all indicator values were significantly 
greater than zero at the 90% level (z=1.65) (Jöreskog & Sorborn, 1989).  
Table 7.3 Final structural model parameter estimates for developing country 
Regression 
Standardized 
estimates 
Critical 
ratio 
Sig. 
eQual <--- eSecure .635 9.960 .000 
eValue <--- eQual .552 6.917 .000 
eValue <--- eSecure .233 3.319 .000 
eSat <--- eValue .176 2.359 .018 
eSat <--- eQual .725 8.196 .000 
eTrust <--- eSat .334 3.016 .003 
eTrust <--- eValue .177 2.585 .010 
eTrust <--- eQual .077 0.649 .517 
eTrust <--- eSecure .403 6.698 .000 
eCommit <--- eTrust .256 2.861 .004 
eCommit <--- eValue .283 3.140 .002 
eLoy <--- eSat .293 2.213 .027 
eLoy <--- eTrust .177 1.912 .056 
eLoy <--- eCommit .250 4.279 .000 
eLoy <--- eQual .234 1.779 .075 
ET_1 <--- eTrust .855   
ET_2 <--- eTrust .868 17.953 .000 
ET_4 <--- eTrust .781 15.333 .000 
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Regression 
Standardized 
estimates 
Critical 
ratio 
Sig. 
EC_2 <--- eCommit .893  .000 
EC_3 <--- eCommit .945 23.089 .000 
EC_4 <--- eCommit .824 18.517 .000 
egual1 <--- eQual .829   
egual2 <--- eQual .769 14.115 .000 
egual3 <--- eQual .807 15.046 .000 
ESV_1 <--- eValue .807   
ESV_2 <--- eValue .834 15.523 .000 
ESV_3 <--- eValue .823 15.255 .000 
ESV_4 <--- eValue .816 15.098 .000 
ESC_5 <--- eSecure .926 20.261  
ESC_6 <--- eSecure .948 21.123 .000 
ESC_7 <--- eSecure .958 21.542 .000 
EL_2 <--- eLoy .624   
EL_5 <--- eLoy .744 9.871 .000 
EL_6 <--- eLoy .800 10.350 .000 
EL_8 <--- eLoy .773 10.127 .000 
ES_1 <--- eSat .755   
ES_2 <--- eSat .826 13.842 .000 
ES_3 <--- eSat .745 12.387 .000 
ES_4 <--- eSat .762 12.696 .000 
Source: data analysis for this research 
 
7.2.3 Final model of e-loyalty for a developed country 
In the next phase of the research, the model that had been tested in relation to the 
developing country, Indonesia, was tested using the Australian dataset. The path model 
that was derived from the Australian data is shown in Figure 7.4: 
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Figure 7.4 Final Structural Model of e-Loyalty for Developed Country 
 
 
Source: data analysis for this research 
 
Assessment of the goodness-of-fit indices of the structural model produced a 
satisfactory fit to the data according to the majority of the eight fit indices (see Table 
7.4).  As was the case with the Indonesian data the AGFI was on the low side, however 
the TLI, CFI, RMSEA and SRMR indicated that the fit of the data to the model was 
satisfactory.  
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Table 7.4 Goodness-of-fit indices for the structural model of e-loyalty for a 
developed country 
Goodness-of-fit measure Value Cut-off value 
Chi square χ2 448.501  
Normed chi square χ2/DF 1.8921 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .846 ≥ .90 
Adjusted Goodness of Fit Index AGFI .805 ≥ .90 
Tucker Lewis Index TLI .942 ≥ .95 
Comparative Fit Index CFI .951 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .054 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .067 ≤ .08 
Source: data analysis for this research 
 
The detailed structural model parameters applicable to the Australian data are shown in 
Table 7.5. 
Table 7.5 Final structural model parameter estimates for Australian (developed 
country) data 
Regression 
Standardized 
estimates 
Critical 
ratio 
Sig. 
eQual <--- eSecure .690 9.938 .000 
eValue <--- eQual .771 9.475 .000 
eValue <--- eSecure .090 1.251 .211 
eSat <--- eValue .227 2.219 .026 
eSat <--- eQual .671 6.120 .000 
eTrust <--- eSat .301 2.994 .003 
eTrust <--- eValue .380 4.460 .000 
eTrust <--- eQual .054 .439 .660 
eTrust <--- eSecure .319 5.268 .000 
eCommit <--- eTrust .396 2.380 .017 
eCommit <--- eValue .046 .284 .777 
eLoy <--- eSat -.082 -.570 .568 
eLoy <--- eTrust .274 1.865 .062 
eLoy <--- eCommit .262 4.121 .000 
eLoy <--- eQual .452 2.761 .006 
ET_1 <--- eTrust .815   
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Regression 
Standardized 
estimates 
Critical 
ratio 
Sig. 
ET_2 <--- eTrust .880 14.971 .000 
ET_4 <--- eTrust .809 13.259 .000 
EC_2 <--- eCommit .904   
EC_3 <--- eCommit .926 18.918 .000 
EC_4 <--- eCommit .810 15.247 .000 
egual1 <--- eQual .905   
egual2 <--- eQual .770 13.911 .000 
egual3 <--- eQual .813 15.336 .000 
ESV_1 <--- eValue .915   
ESV_2 <--- eValue .929 22.495 .000 
ESV_3 <--- eValue .731 13.294 .000 
ESV_4 <--- eValue .896 20.423 .000 
ESC_5 <--- eSecure .945 17.738 .000 
ESC_6 <--- eSecure .922 16.968 .000 
ESC_7 <--- eSecure .883 15.801 .000 
EL_2 <--- eLoy .724   
EL_5 <--- eLoy .884 12.164 .000 
EL_6 <--- eLoy .894 12.277 .000 
EL_8 <--- eLoy .687 9.448 .000 
ES_1 <--- eSat .869   
ES_2 <--- eSat .885 16.859 .000 
ES_3 <--- eSat .730 12.265 .000 
ES_4 <--- eSat .792 13.936 .000 
Source: data analysis for this research 
 
7.3. Multi group hypothesis testing 
In addition to the tests of the individual models the Indonesian and Australian data were 
used to carry out a multi-group test to identify the differences in the e-loyalty model 
between the developed and developing countries, . A multi-group analysis using the 
facility provided by AMOS 19; was used to assess the structural model as shown below. 
In this test the model was evaluated under different conditions of constraint of the inter-
relationships. 
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Figure 7.5 Multigroup Analysis 
 
 
Source: data analysis for this thesis 
 
Hypothesis 3: The Interrelationships between the factors influencing e-
loyalty differ between developing and developed countries. 
As suggested by Byrne (2010), the goodness-of-fit measures of CMIN (χ2), CFI, and 
RMSEA were used to assess whether any differences were identified by the multi group 
analysis. The results of the goodness-of-fit tests showed that a model with 
unconstrained structural loadings, and with all other loadings constrained to be equal, 
fitted both sets of data well with χ2= 790.227; a CFI of .966; and a RMSEA of .037. The 
full goodness of fit test results are shown in Table 7.6. 
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Table 7.6 Goodness-of-fit for multi group analysis 
 Unconstrained 
Structural 
coefficient model 
Saturated model Independent model 
NPAR 174 648 96 
CMIN (χ2) 790.227 .000 9756.318 
DF 474 0 552 
P .000 .000 .000 
χ2/P 1.667  17.674 
NFI (Delta1) .919 1.000 .000 
RFI (Rho1) .906  .000 
IFI (Delta2) .966 1.000 .000 
TLI (Rho2) .960  .000 
CFI .966 1.000 .000 
RMSEA .037  .187 
LO 90 .033  .183 
HI 90 .042  .190 
PCLOSE 1.000  .000 
Source: data analysis for this research 
 
This result showed that when the construct indicator loadings had been constrained to 
be equal, there were some differences between the loadings in the structural component 
of the model, when these were unconstrained. For this reason the hypothesis 3 that 
stated the interrelationships between the constructs influencing e-loyalty differed 
between developing and developed countries was supported. 
Table 7.7 Multi group parameter estimates 
Relationship 
Developing country Developed country 
Stand. 
estimates 
CR Sig. 
Stand. 
estimates 
CR Sig. 
eQual <-- eSecure .635 9.960 .000 .690 9.942 .000 
eValue <-- eQual .552 6.917 .000 .771 9.479 .000 
eValue <-- eSecure .233 3.319 .000 .090 1.251 .211 
eSat <-- eValue .176 2.359 .018 .227 2.220 .026 
eSat <-- eQual .725 8.196 .000 .671 6.122 .000 
eTrust <-- eSat .334 3.016 .003 .301 2.995 .003 
eTrust <-- eValue .177 2.585 .010 .380 4.462 .000 
 174
Relationship 
Developing country Developed country 
Stand. 
estimates 
CR Sig. 
Stand. 
estimates 
CR Sig. 
eTrust <-- eQual .077 0.649 .517 .054 .440 .660 
eTrust <-- eSecure .403 6.698 .000 .319 5.271 .000 
eCommit <-- eTrust .256 2.861 .004 .396 2.381 .017 
eCommit <-- eValue .283 3.140 .002 .046 .284 .776 
eLoy <-- eSat .293 2.213 .027 -.082 -.571 .568 
eLoy <-- eTrust .177 1.912 .056 .274 1.866 .062 
eLoy <-- eCommit .250 4.279 .000 .262 4.122 .000 
eLoy <-- eQual .234 1.779 .075 .452 2.763 .006 
Source: data analysis for this thesis 
 
Table above shows the standardized regression estimates for the structural relationships 
for the developing and developed countries. From this table the differences in the 
relationships in the case of the developing and developed countries can be identified. 
These were as follows: 
1. The perceived e-value to e-satisfaction relationship was significantly different 
from zero in the case of Indonesia (the developing country) but was not in the 
case of Australia (the developed country) 
2. The perceived e-value to e-commitment relationship was significantly different 
from zero in the case of Indonesia (the developing country) but was not in the 
case of Australia (the developed country) 
3. The e-satisfaction to e-loyalty relationship was significantly different from zero 
in the case of Indonesia (the developing country) but was not in the case of 
Australia (the developed country) 
4. There were minor differences in the case of e-service quality to e-loyalty where 
the relationship was significantly different from zero in the case of Australia (the 
developed country) but was not at the 95% level in the case of Indonesia (the 
developing country), although it was significantly different from zero at the 90% 
level. 
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The two different country models have been separately assessed to identify the 
finer details of the differences between the countries and the information in this 
regard is in Appendix 1. 
7.4. Conclusions 
This chapter has presented the tests of a number of hypotheses using the Indonesian 
(developing country) sample as the base. The model was analysed and found to meet the 
requirements for a well-fitting structural model. Some minor modifications that were 
rationally acceptable were made and slightly improved the fit of the model. The results 
from the testing of the structural model supported 11 out of 14 relational hypotheses 
with three being unsupported. Besides the findings from the testing of these hypotheses 
it was also found that e-security was significantly associated with e-value.  
A multi group analysis was used to analyse the differences in the interrelationships 
between the model constructs in regard to Australia as an exemplar of a developed 
country and Indonesia as an exemplar of a developing country. The result of this 
assessment was the identification of three differences in the relationships between some 
of the constructs in the case of the developing (Indonesia) and developed (Australia) 
countries  
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CHAPTER 8 
CONCLUSION AND IMPLICATION 
 
8.1. Introduction 
The analysis process and results from the testing of the construct models and the 
structural model as well as the multi-group analysis were discussed in the previous two 
chapters. In this chapter the results of the analysis in Chapter 7 are summarized and 
their implications are discussed. The contribution of the study will also be highlighted 
as well as its limitations and some future research opportunities.  
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Figure 8.1 Structure of Chapter Eight 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: developed for this thesis 
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of the tests of the research hypotheses. The second sub section presents the conclusions 
in regard to the research problem. 
8.2.1 Conclusions – research questions and hypotheses 
Conclusions in regard to the research questions and hypotheses are divided into three 
parts, the first part covers the interrelationship between the constructs and e-loyalty in 
Indonesia a developing country (hypotheses 1-14). The second part is the 
interrelationship of the constructs toward e-loyalty in Australia, a developed country 
(hypotheses 15-28). The last part is an examination of the hypothesis of the difference 
in the interrelationship of the constructs between developing and developed countries 
(hypothesis 29) 
8.2.1.1 Conclusions - the nature of the interrelationships between the 
constructs and e-loyalty in Indonesia, a developing country 
(hypotheses 1.1 –1.14) 
Research question:  
What is the nature of the interrelationships between the factors influencing e-loyalty in a 
developing country? 
In order to answer this research question 14 hypotheses were proposed and tested. The 
hypotheses 1 to 14 and their results are summarized in Table 8.1. 
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Table 8.1 Research hypotheses 1-1 – 1-14 and their test results 
Hypotheses 1 Results 
H 1-1 In a developing country e-service quality is positively 
associated with e-satisfaction. 
Supported 
H 1-2 In a developing country e-service quality is positively 
associated with e-loyalty. 
Not Supported 
H 1-3 In a developing country e-service quality is positively 
associated with e-trust. 
Not Supported 
H 1-4 In a developing country e-service quality is positively 
associated with perceived e-value. 
Supported 
H 1-5 In a developing country e-security is positively associated 
with e-service quality. 
Supported 
H 1-6 In a developing country e-security is positively associated 
with e-trust. 
Supported 
H 1-7 In a developing country, perceived e-value is positively 
associated with e-trust. 
Supported 
H 1-8 In a developing country perceived e-value is positively 
associated with e-satisfaction. 
Supported 
H 1-9 In a developing country perceived e-value is positively 
associated with e-commitment. 
Supported 
H 1-10 In a developing country e-satisfaction is positively 
associated with e-loyalty. 
Supported 
H 1-11 In a developing country e-satisfaction is positively 
associated with e-trust. 
Supported 
H 1-12 In a developing country e-trust is positively associated 
with e-loyalty. 
Not Supported 
H 1-13 In a developing country e-trust is positively associated 
with e-commitment. 
Supported 
H 1-14 In a developing country e-commitment is positively 
associated with  e-loyalty 
Supported 
Source: developed for this research 
 
The aim of these research hypotheses was to examine the nature of the interrelationships 
between the constructs associated with e-loyalty. This research question and hypothesis 
testing was addressed to the situation in a developing country namely Indonesia. 
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Previous studies had found various relationships between the constructs that influence 
e-loyalty however, these had not been examined in the context of an integrated model of 
the relationships. Some of these relationships were supported by this thesis research 
which did adopt an integrated model approach and others were not supported. 
The findings from  this research supported  a previous study finding that e-service 
quality positively and significantly influenced e-satisfaction (e.g. Collier & Bienstock, 
2006; Cristobal, Flavian, & Guinaliu, 2007; Kassim & Salaheldin, 2009; Kim, Zhao, & 
Yang, 2008; Parasuraman, Zeithaml, & Malhotra, 2005; Sahadev & Purani, 2008; 
Wolfinbarger & Gilly, 2003). Although most of the previous research was carried out in 
developed countries, the relationship between e-service quality and e-satisfaction was 
also found to apply in Indonesia as an exemplar of a developing country. 
Although some previous studies found that e-service quality was positively influenced 
by e-loyalty as indicated by Wolfinbarger & Gilly (2003), Parasuraman, et al. (2005) 
and Swaid & Wigand (2009), this research did not support this finding in that there was 
no significant relationship between e-service quality and e-loyalty in the developing 
country of Indonesia. 
Prior research assessing the relationship between e-service quality and e-trust which 
was conducted by Sahadev & Purani (2008), Chang & Chen (2008), and Floh & 
Treiblmaier (2006) had found that there was a positive relationship between these 
variables. This research found that e-service quality had no significant influence on e-
trust in a developing country. 
Previous research also found that e-service quality was positively related to e-value 
(Parasuraman, et al., 2005), and this finding was supported by Chi et al. (2008). This 
study found a similar result namely that e-service quality positively influenced e-value. 
In regard to e-security, previous studies had produced mixed results. While some 
studies had treated e-security as a dimension of e-service quality (Parasuraman, et al., 
2005; Yang & Jun, 2002; Zeithaml, Parasuraman, & Malhotra, 2000), others had treated 
e-security as an independent construct (Casaló, Flavián, & Guinalíu, 2007; Flavián & 
Guinalíu, 2006; Mukherjee & Nath, 2003). This research treated e-security as a distinct 
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independent construct and proposed that it influenced both e-service quality and e-trust. 
The research found that e-security positively and significantly influenced both e-service 
quality and e-trust, in a developing country. The research also revealed that there was a 
significant relationship between e-security and e-service quality that not previously been 
identified. It also supported previous research by Mukherjee & Nath (2003), Flavián & 
Guinalíu (2006), and Casaló, et al. (2007)  who found that e-security significantly 
influenced e-trust. 
This research found that perceived e-value was positively associated with e-trust. The 
result corresponded with studies conducted  by Sirdeshmukh, et al. (2002) and Kim, et 
al. (2008), as well as with work done by Liao & Wu (2009). Besides that finding, other 
relationships between perceived e-value and two other constructs were also found. 
Perceived e-value was found to be significantly associated with e-satisfaction. This 
finding was in line with earlier studies done by Yang & Peterson (2004), Lee & Jun 
(2007), and Ha & Janda (2008).  
Another finding was that there was a relationship between perceived e-value and e-
commitment. Previous research results in this area had been split into two different 
points of view, the first set of researchers suggested that perceived e-value had a 
significant relationship with e-commitment (Luarn & Lin, 2003), while the second set 
disagreed with this result. (Kim, et al., 2008). This research showed that in a developing 
country, Indonesia, perceived e-value was significantly associated with e-commitment 
as had been suggested by the first group (Luarn & Lin, 2003).  
This research also supported the existence of a relationship between e-satisfaction and 
both e-loyalty and e-trust. As was suggested by Anderson & Srinivasan (2003), Luarn & 
Lin  (2003) and others, that e-satisfaction significantly influenced e-loyalty. This study 
also found a similar result in the developing country of Indonesia, namely that e-
satisfaction positively influenced e-loyalty.  The research also revealed evidence of a 
relationship between e-satisfaction and e-trust. Previous research had found mixed 
results in relation to the relationship between e-satisfaction and e-trust. In their work, 
Horppu, et al. (2008) and Kim, et al. (2008) found that e-satisfaction significantly 
influenced e-trust. On the other hand, Kassim & Salaheldin (2009) suggested that there 
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was no evidence that these two constructs were related. However, the finding from this 
research has supported the work of Horppu, et al. (2008) and Kim, et al. (2008), that in 
a developing country, e-satisfaction is positively associated with e-trust. 
Previous research had suggested that e-trust was significantly related to e-loyalty as 
revealed in a study by Yoon (2002), Luarn & Lin  (2003), as well as in that recently 
conducted  by Jin et al. (2008).. However, this research produced an opposite result 
compared to previous studies in that in a developing country e-trust had no direct 
relationship to e-loyalty at the 95 significance % level although there was a suggestion 
of an effect at the 90% level.  
Studies of the relationship between trust and commitment led to a conclusion that trust 
had a significant and positive influence on commitment. This relationship was not only 
found in online banking as per Mukherjee & Nath (2003), but also in both a traditional 
and an electronic business environment (Casaló, et al., 2007). In other electronic 
business areas such as in e-tailing, e-trust was also found to be related to e-commitment 
(Kim, et al., 2008). This research also investigated this relationship and found that in a 
developing country, e-trust significantly influenced e-commitment. 
Earlier empirical findings revealed that e-commitment significantly influenced e-loyalty 
as was reported by Luarn & Lin (2003), Sanchez & Iniesta (2004), Mukherjee & Nath 
(2007), and also the work of Sanchez-Franco, et al. (2009). This research has also 
analysed the relationship between e-commitment and e-loyalty in developing country 
and found that e-commitment significantly influenced e-loyalty. 
8.2.1.2 Conclusions - the nature of interrelationships between constructs 
and e-loyalty in Australia, a developed country (hypotheses 2-1 –2-
14) 
A set of 14 hypotheses were proposed and tested to address the research question. Table 
8.2 presents the set of hypotheses and their results. 
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Table 8.2 Research hypotheses 2-1 – 2-14 and their results 
Hypotheses 1 Results 
H 2-1 In a developed country e-service quality is positively 
associated with e-satisfaction. 
Supported 
H 2-2 In a developed country e -service quality is positively 
associated with e-loyalty 
Supported 
H 2-3 In a  developed country e -service quality is positively 
associated with e-trust 
Not Supported 
H 2-4 In a developed country e -service quality is positively 
associated with perceived e-value. 
Supported 
H 2-5 In a developed country e-security is positively associated 
with e-service quality. 
Supported 
H 2-6 In a developed country e -security is positively associated 
with e-trust. 
Supported 
H 2-7 In a developed country perceived e-value is positively 
associated with e-trust. 
Supported 
H 2-8 In a developed country perceived e-value is positively 
associated with e-satisfaction. 
Supported 
H 2-9 In a developed country perceived e-value is positively 
associated with e-commitment. 
Not Supported 
H 2-10 In a developed country e--satisfaction is positively 
associated with e-loyalty. 
Not Supported 
H 2-11 In a developed country e -satisfaction is positively 
associated with e-trust 
Supported 
H 2-12 In a developed country e -trust is positively associated with 
e-loyalty. 
Not Supported 
H 2-13 In a developed country e -trust is positively associated with 
e-commitment. 
Supported 
H 2-14 In a developed country e-commitment is positively 
associated with e-loyalty. 
Supported 
Source: developed for this research 
 
The aim of this second set of research hypotheses was to examine the nature of the 
interrelationship between the constructs and e-loyalty. This part of the research question 
and hypothesis testing was addressed in terms of a developed country, Australia. 
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Previous studies had found various relationships between the constructs that built e-
loyalty and some of these relationships were supported in this study, others were not 
supported. 
The findings from this study supported previous studies that found that e-service quality 
positively and significantly influenced e-satisfaction (e.g. Collier & Bienstock, 2006; 
Cristobal, et al., 2007; Kassim & Salaheldin, 2009; Kim, et al., 2008; Parasuraman, et 
al., 2005; Sahadev & Purani, 2008; Wolfinbarger & Gilly, 2003). Most of this research 
was carried out in developed countries, and, the relationship between e-service quality 
and e-satisfaction was also found to apply in Australia which was used as an exemplar 
of a developed country. 
Some studies found that e-service quality positively influenced e-loyalty as indicated by 
Wolfinbarger & Gilly (2003), Parasuraman, et al. (2005) and Swaid & Wigand (2009) 
All of these studies were done in developed countries and this research also supported 
these previous findings namely that e-service quality significantly influenced e-loyalty 
in Australia, a developed country. 
Although prior research assessing the relationship between e-service quality and e-trust 
such as was done by Sahadev & Purani (2008), Chang & Chen (2008), and Floh & 
Treiblmaier (2006) found that there was a positive relationship between these two 
constructs,  this research found that e-service quality had no significant influence on e-
trust in a developed country. 
Previous research had found that e-service quality was positively related to e-value 
Parasuraman, et al.(2005), and this finding was also supported by Chi et al. (2008). This 
research found that this relationship held in a developed country. 
In regard to e-security previous studies had produced a mixture of results. While some 
studies treated e-security as a part or dimension of e-service quality (Parasuraman, et al., 
2005; Yang & Jun, 2002; Zeithaml, et al., 2000), others researchers treated e-security as 
an independent construct (Casaló, et al., 2007; Flavián & Guinalíu, 2006; Mukherjee & 
Nath, 2003). This research treated e-security as a distinct independent construct and 
proposed that it directly influenced e-service quality and e-trust. It was found that the 
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inclusion of e-security in the model as a distinct entity in its own right was supported by 
the overall fit of the model and that it positively and significantly influenced both e-
service quality and e-trust, in a developed country. The research also revealed a 
significant association between e-security to e-service quality that had not previously 
been identified. The results also supported previous research by Mukherjee & Nath 
(2003), Flavián & Guinalíu (2006), and Casaló, et al. (2007)  that e-security was 
significantly associated with e-trust. 
This research examined the relationship between of e-service value and e-trust in a 
developed country and found that both constructs had a significant relationship. This  
corresponded to previous studies done by Sirdeshmukh, et al. (2002), Kim, et al. (2008), 
as well as to work done by Liao & Wu (2009). Perceived e-value was also found to be 
significantly associated with e-satisfaction. This finding was in line with earlier studies 
done by Yang & Peterson (2004), Lee & Jun (2007), and Ha & Janda (2008).  
As has been  mentioned before, previous research into the relationship between 
perceived e-value and e-commitment had produced two different conclusions, the first 
of these suggested that perceived e-value had a significant relationship with e-
commitment (Luarn & Lin, 2003). Meanwhile the second suggested that it did not 
(Kim, et al., 2008). This research showed that perceived e-value was not associated with 
e-commitment as was suggested by (Kim, et al., 2008). 
Previous research suggested that e-satisfaction was significantly associated with e-
loyalty as reported by Anderson & Srinivasan (2003) and Luarn & Lin  (2003). 
However, this research found a contrary result namely that e-satisfaction had no 
association with e-loyalty. Although this research failed to find evidence of an 
association between e-satisfaction and e-loyalty, it revealed a significant relationship 
between e-satisfaction and e-trust. Previous research had found a mixture of different 
types of relationships between e-satisfaction and e-trust. In their work Horppu, et al. 
(2008) and Kim, et al. (2008) found that e-satisfaction was significantly associated with 
e-trust. On the other hand, Kassim & Salaheldin (2009) suggested that there was no 
evidence that these two constructs were related. This study supported the work of 
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Horppu, et al. (2008) and Kim, et al. (2008), in that in a developed country setting, e-
satisfaction was positively associated with e-trust. 
Previous studies suggested that e-trust was significantly related to e-loyalty as revealed 
in studies by Yoon (2002) and Luarn & Lin  (2003), as well by Jin et al. (2008) in their 
study. However, this research found the opposite in that in Australia as a developed 
country it was found that e-trust has no direct association with e-loyalty. 
Studies of the relationship between trust and commitment led to a conclusion that trust 
had a significant and positive effect on commitment. This relationship not only 
appeared in online banking research as found by Mukherjee & Nath (2003), but also in 
both a traditional and a electronic business environment (Casaló, et al., 2007). In other 
electronic business forms such as in e-tailing, e-trust was also found to be related to the 
building of e-commitment (Kim, et al., 2008). This research also investigated this 
relationship and found that in Australia as a developed country e-trust was significantly 
associated with e-commitment. 
Earlier empirical findings revealed that e-commitment was significantly associated with 
e-loyalty as was reported by Luarn & Lin (2003), Sanchez & Iniesta (2004), Mukherjee 
& Nath (2007), and also the work of Sanchez-Franco, et al. (2009). This research has 
analysed the relationship between e-commitment and e-loyalty in Australia as a 
developed country and found that e-commitment was significantly associated with e-
loyalty. 
8.2.1.3 Conclusions - the difference in the interrelationships among 
constructs between developing and developed countries (hypotheses 
3.1) 
The third research question was whether the interrelationships between the constructs 
associated with e-loyalty differed between developing and developed countries? To 
answer this research question, a hypothesis was proposed and tested. Testing of the 
hypothesis revealed the existence of differences between developing and developed 
countries in the interrelationships between the constructs that were associated with e-
loyalty. These differences are summarised in Table 8.3. 
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Table 8.3 Difference in construct relationships between developing and developed 
countries  
Relationship 
Developing country Developed country 
ΔCR 
Stand. estimates CR Stand. estimates CR 
eQual <-- eSecure .635 9.960 .690 9.942 0.018 
eValue <-- eQual .552 6.917 .771 9.479 2.562 
eValue <-- eSecure .233 3.319 .090 1.251 2.068 
eSat <-- eValue .176 2.359 .227 2.220 0.139 
eSat <-- eQual .725 8.196 .671 6.122 2.074 
eTrust <-- eSat .334 3.016 .301 2.995 0.021 
eTrust <-- eValue .177 2.585 .380 4.462 1.877 
eTrust <-- eQual .077 0.649 .054 0.440 0.209 
eTrust <-- eSecure .403 6.698 .319 5.271 1.427 
eCommit <-- eTrust .256 2.861 .396 2.381 0.480 
eCommit <-- eValue .283 3.140 .046 0.284 2.856 
eLoy <-- eSat .293 2.213 -.082 -0.571 2.784 
eLoy <-- eTrust .177 1.912 .274 1.866 0.046 
eLoy <-- eCommit .250 4.279 .262 4.122 0.157 
eLoy <-- eQual .234 1.779 .452 2.763 0.984 
Source: data analysis for this thesis 
 
As previously identified, the use of a multi-group assessment found that the e-loyalty 
model fitted the data that was drawn from both the Indonesian and the Australian 
samples. However, in order for the models to fit both sets of data, the structural 
coefficients had to be unconstrained and there were then several of the path coefficients 
that differed in respect of the two sets of data and hence in respect of a developing and a 
developed country..  
Table 8.3 shows that the differences that occurred in the associations between perceived 
e-value and e-commitment. In a developing country perceived e-value was significantly 
associated with e-commitment, as opposed to a developed country where perceived e-
value was not associated with e-commitment.  
A second difference in the associations was the relationship between e-satisfaction and 
e-loyalty. In a developing country e-satisfaction was significantly associated with e-
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loyalty. However in a developed country the relationship between e-satisfaction and e-
loyalty was not found to exist.  
Although in both developing and developed countries e-service quality was found to be 
significantly associated with perceived e-value, the relationship was different in the 
cases of the developing and developed country. The strength of the relationship between 
e-service quality and perceived e-value in a developed country was higher than in a 
developing country.  
In a developing country, e-security was found to be significantly associated with 
perceived e-value. However, in a developed country there was no relationship between 
e-security and perceived e-value. This contrary finding in regard to the opinions of the 
respondents in Indonesia and Australia would warrant further qualitative investigations 
to identify the reasons for the difference.   
It was also found that there was a difference in the association between e-quality and e-
satisfaction. The relationship was found to be positive and significant, but there was a 
difference in the strength of the relationship between the developing and developed 
countries.  
Apart from these five interrelationships, there were two more construct relationships 
that were different. Perceived e-value was found to be significantly associated with e-
trust in both developing and developed countries. However, the association between 
perceived e-value and e-trust was higher in the developed country than in the 
developing country. A difference was also found in the relationship between e-security 
and perceived e-value between developing and developed countries. In the developing 
country the influence of e-security on e-value was higher than in the developed country.  
Although the difference in the relationship between e-service quality and e-loyalty was 
not as high as with other interrelationships, the relationship between these two 
constructs was different. In a developing country, e-service quality was not significantly 
associated with e-loyalty. However, in a developed country the association between e-
service quality and e-loyalty was found to be positive and significant.        
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In summary of the 15 relationships in the model, there were 10 sets of construct inter-
relationships that differed between the developing and developed countries. However, 
the remaining five relationships were shown to be no different between developing and 
developed countries. 
8.2.2 Conclusions - research problem 
This research was conducted in order to investigate the complexity of an e-loyalty 
model empirically by concurrently analysing the interrelationship between all of the 
constructs associated with e-loyalty in a developing and in a developed country and by 
assessing the differences in the relationships between a developed country (Australia) 
and a developing country (Indonesia). The research problem proposed for this study was 
stated as: 
“How is e-loyalty constructed, what are the factors that influence it in developing 
and developed countries and to what extent do these influences vary between these 
different types of countries?” 
In order to answer the proposed research question, previous studies were explored. By 
firstly identifying and classifying various constructs and their definitions as outlined in 
chapter 2, followed by aggregating the identified influencing constructs into a model 
based on prior empirical findings in chapter 3 and 4, and any other influences that could 
be identified through qualitative research. The data collection was then outlined in 
chapter 6 and 7, and conclusions were synthesized in section 8.2.1. 
This study presented significant support for some of the research hypotheses and 
research questions in regard to the interrelationships between constructs influencing e-
loyalty. As a whole, e-loyalty was identified by a series of interrelationship between it 
and e-security, e-service quality, perceived e-value, e-satisfaction, e-trust, and e-
commitment. 
The model tests addressed a series of hypotheses that were assessed by means of the 
evaluation of a structural model of the relationships in a developing country. The model 
revealed that e-security played significant role in influencing e-loyalty, while e-security 
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simultaneously influenced e-service quality and e-perceived value. (Flavián & Guinalíu, 
2006) had previously indicated an association between e-security on e-trust, and this 
study also found significant association between e-security and e-trust. The assessment 
of the model also revealed that e-service quality significantly and directly influenced e-
satisfaction and  influenced it indirectly through perceived e-value. However, there was 
no direct effect of e-service quality on e-loyalty or on e-trust. E-service quality only 
influenced e-loyalty indirectly via e-satisfaction. 
Further interrelationships in the model showed that perceived e-value had a direct effect 
on e-satisfaction e-commitment, and e-trust. Perceived e-value also influenced e-loyalty 
indirectly through both e-satisfaction and e-commitment. There was no direct effect of 
e-trust on e-loyalty; however e-trust was found to be indirectly influenced by e-loyalty 
through e-commitment. 
Tests of the second research question and its hypotheses, applied to the assessment of 
the model in a developed country context. The model also revealed that e-security 
played a significant role in influencing to e-loyalty. E-security influenced e-service 
quality, but did not influence perceived e-value. A relationship between e-security and 
e-trust has previously been reported, by Flavián & Guinalíu, (2006) and this research 
also found that e-security had a significant relationship to e-trust. Testing of the model 
also revealed that e-service quality significantly influenced e-satisfaction but that there 
was no direct effect on e-perceived value. E-service quality directly influenced e-
satisfaction, e-loyalty and e-trust.  
Further interrelationships in the model showed that perceived e-value did not influence 
e-commitment, but that it had a direct effect on both e-satisfaction and e-trust. However 
there was a difference in the results for a developing and a developed country with e-
satisfaction having no direct effect on e-loyalty in the case of the developed country. 
Although there was no direct effect of e-trust on e-loyalty, trust did influence e-loyalty 
indirectly through e-commitment. 
Most of the research on which the development of the e-loyalty model and its associated 
constructs was based, was carried out in developed countries such as the USA. Because 
of the behavioural differences that were identified by writers such as Hofstede and 
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Trompenaars between western (essentially developed) countries and developing 
countries such as those in Asia and Africa, it was considered to be necessary that the 
model should be assessed in both developing and developed countries. In view of this it 
was hypothesised that the associations in the model of e-loyalty would differ when 
assessed in developing and developed countries. The exemplars of such countries that 
were used for this research were Indonesia as one of the largest developing countries 
and Australia as a developed country with a very high level of uptake of electronic 
communications and computer ownership. 
Substantial differences were found in regard to four of the 15 sets of relationships, 
another five sets of relationship indicated moderate differences, and the remaining five 
relationships were perceived to be similar. According to Tables 8.1 and 8.2, it can be 
seen that of 14 hypotheses of the relationships in a developing country, only three 
hypotheses were not supported so that there were relationships between e-service 
quality and e-loyalty; e-service quality and e-trust, and e-trust and e-loyalty that were 
not supported. Meanwhile, in the developed country four relationships were not 
supported. They were the relationships between e-service quality and e-trust, perceived 
e-value and e-commitment, perceived e-value and e-loyalty, and e-trust and e-loyalty. 
In the developing country, e-service quality had no influence on e-loyalty, while a 
significant impact of e-service quality on e-loyalty was found in the developed country. 
Another finding was that in the relationship between perceived e-value and e-
commitment, in the developing country perceived e-value significantly influenced e-
commitment, but there was no such significant relationship in the developed country. 
Additionally, while in the developing country e-loyalty was found to be influenced by 
e-satisfaction, in the developed country e-satisfaction evidenced no relationship to e-
loyalty. 
In regard to the research problem, the research identified that interrelationships between 
e-security, e-service quality, e-perceived value, e-satisfaction, e-trust, and e-
commitment were involved in e-loyalty. The research also identified how these 
construct interrelationships influenced e-loyalty in both developing and developed 
countries. 
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8.3. Implications 
Some implications were identified from the research results. Discussion of these 
implications is divided into two sections, implications for theory and implications for 
management. 
8.3.1 Implications for theory 
This research provides various implications for e-loyalty theory in particular and online 
consumer behaviour in general. Unlike previous research, this research treated e-loyalty 
as a complex and comprehensive model by simultaneously assessing the relationships 
between sets of constructs that had been identified in previous studies to directly and 
indirectly influence e-loyalty. The analysis that was carried out to assess the 
interrelationships between the constructs in developing and developed countries used 
multi-group analysis. Implications of the study for the theory of e-loyalty are as follows:  
1. The study results supported e-security being a distinct independent variable 
rather than one of the dimensions of e-service quality. E-security was found to 
be a cornerstone in influencing customers to do online purchasing as well for 
them to assess their online purchase experiences. Identifying that  e-security is a 
distinct and separate construct from e-service quality will help to clarify the 
understanding of what has been debated and discussed in terms of the construct 
of e- service quality. E-security is not part of e-service quality, but its strength of 
influence in the e-loyalty model shows that it is one of the first constructs to be 
evaluated by many potential customers before they continue with their online 
purchasing. They evidently need to be sure that a certain e-store meets their 
criteria in terms of its security. When potential customers perceive an e-store to 
be secure, they may continue to purchase, otherwise, they may leave and make 
their purchase at another e-store or in a traditional store. 
2. Although some prior studies found that e-security significantly influenced e-
trust, there was no information about the effect of e-security on e-service quality 
or on perceived e-value. However, this research demonstrated that besides its 
effect on e-trust; e-security significantly influenced e-service quality. This 
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research also indicated that developed country customer preference for online 
purchase security was higher than in a developing country, since e-security had a 
greater influence on e-service quality for customers in a developed country than 
for customers in a developing country. 
3. Another significant contribution to consumer behaviour theory from this 
research was the identification of the existence of a relationship between e-
security and perceived e-value. This relationship had not previously been 
identified and no evidence of previous research into this relationship was found. 
However, this research found that e-security significantly influenced perceived 
e-value. This research also revealed that in a developing country, customer 
perceived e-value was more influenced by e-security than was the case in a 
developed country. 
4. Loyalty in an online environment was found to be a complex structural model 
involving more indicators than previously suggested. The interrelationships 
between the constructs in the model and e-loyalty demonstrated that e-loyalty 
was influenced by six constructs. Additionally, the complexity was not only 
about the interrelationship between the constructs, but was also reflected in 
country differences. Some construct relationships differed between developing 
and developed countries. While in a developing country, e-service quality had 
no direct effect on e-loyalty, a direct effect of e-service quality on e-loyalty was 
found in a developed country. In a developing country, e-service quality 
significantly influenced e-value; meanwhile in a developed country e-service 
quality had no impact on e-loyalty. Dissimilarities were also found in 
relationships between some other constructs. In a developing country the 
relationship between perceived e-value and e-commitment was significant, 
however, there was no evidence of a relationship between perceived e-value and 
e-commitment in a developed country nor was there evidence of a relationship 
between e-satisfaction and e-loyalty.    
 
 194
8.3.2 Implications for management 
Understanding what impacts e-loyalty is one of the most important and valuable pieces 
of knowledge for any company that faces business competition. Gaining loyal 
customers requires a great deal of a firm’s resources (Sivadas & Baker-Prewitt, 2000). 
However, the benefits from loyal customers are tremendous. The longer the company 
can keep a customer, the greater the lifetime revenue from that consumer (Rust & 
Zahorik, 1993). Several implications for management that can be drawn from this thesis 
are as follows: 
1. Online customers in developing and developed countries behave in different 
ways although they use the same technology for purchasing products over the 
Internet. This research explains clearly how e-loyalty is influenced in both 
developing and developed countries as well the differences that arise between 
such countries, so that dealing with online customers in a developing country 
will require a somewhat different approach to that to be adopted in a developed 
country.  
2. As the threats of cyber crime are increasing both in quantity and quality of the 
attacks, it is evident that the importance of the security of online transactions is 
indispensable. This would suggest that companies should set up reliable security 
systems for their online stores at the first attempt to prevent customers from any 
possible hazardous threats by unauthorised third parties. While an online store 
can convince customers of the security of the e-store website as well as all 
transactions inside, it will not only develop customer trust for the e-store, but 
also help in building customer loyalty.      
3. Providing excellent service quality in online retailing is also one of the critical 
aspects to be used to garner customer loyalty. In a developed country customers 
may remain loyal to a certain e-store as long as they perceive that the service 
quality that is provided is excellent. However, there is a different pattern of 
online customers in a developing country; in that they will not directly become 
loyal because of outstanding service quality unless they are satisfied.  
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4. According to empirical findings from this research, it is strongly suggested that 
each e-store should consider the value that is perceived by online customers 
since along with service quality, perceived e-value can help to accelerate 
customer satisfaction. Value can be created through providing good quality 
products at competitive price levels with reliable costs of packaging and 
postage. Generally customers all over the world are value seeking and are 
seeking products that not only can meet their needs but also provide more value. 
Indeed, customer perceived e-value is not only beneficial in resulting in 
customer satisfaction in a developing country, but also in developed country.   
8.4. Contributions of the thesis 
Some contributions of this thesis are listed below: 
1. This thesis has examined the process by means of which e-loyalty is 
developed. It has revealed the complexity of e-loyalty which incorporates the 
relationships between many constructs in its construction. E-loyalty is 
started from e-security that influences five other factors namely e-service 
quality, perceived e-value, e-satisfaction, e-trust, and e-commitment. 
2. Thorough the examination of a composite e-loyalty model the thesis research 
has expanded the knowledge of the still controversial role of e-security in 
online customer behaviour. The thesis supports prior theory that e-security is 
a distinct independent variable. It also supports the results from previous 
studies that indicated that e-security determines e-trust. This thesis research 
also provides evidence of two other relationships that have not previously 
been identified. The first of these is the role of e-security in influencing e-
service quality, and the second is the influence of e-security on perceived e-
value. It is found that both e-service quality and perceived e-value depend on 
e-security. 
3. The manner in which a business can work at keeping the loyalty of its 
customers has been shown to vary in the cases of Indonesia as a developing 
country exemplar and Australia as an exemplar of a developed country. It 
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suggests that specific approaches should be considered in order to reach and 
serve customers in different countries. 
8.5. The Limitations of the study 
A limitation of the research is that the data for the research was drawn from two 
neighbouring countries, Indonesia as a representation of a developing country and 
Australia as a representation of a developed country. The results from the study are 
therefore limited to those two countries and their appropriateness in terms of other 
developing and developed countries will require further investigation. 
An additional limitation is that while the research has identified that the constructs were 
inter-related it did not provide any explanation as to why they existed.  
The Indonesian sample was made up of educated people and could therefore have been 
similar to Australians.  
8.6. Future research opportunities 
1. This study focused only on two neighbouring countries, Indonesia and Australia. 
Although they are classified as a developing country and a developed country, 
the research should be expanded by replicating it in other countries.  
2. Cultural diversity is one of many areas in marketing that attracts much attention. 
However, there is a negligible amount of research in the online marketing 
environment that takes culture into account. By virtue of the differences that it 
has identified between a developing and a developed country, this study 
encourages further research that takes cultural diversity into account and further 
examines the nature of cultural diversity and its effects on online customer 
behaviour. 
3. Future research could investigate whether constructs such as e-security or e-trust 
prevent some people from buying online or from becoming loyal.  
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8.7. Epilogue 
E-loyalty has been studied for at least a decade since the booming of online shopping. 
Nevertheless all studies have not been able to fully disclose the complexity of the e-
loyalty model, nor to compare the model between countries with different stages of 
development. This research has filled those research gaps and provides a new insight 
into the complexity of e-loyalty as well as how it differs between developing and 
developed countries. 
This thesis has found that security is the first step required to gain customer loyalty in 
an online business environment. In this environment, customers will firstly examine the 
security of an online store website before deciding to use that e-store in purchasing any 
products. Other factors that also contribute to developing e-loyalty are e-service quality, 
perceived e-value, e-satisfaction, e-trust, and e-commitment. Those factors together are 
reflected in e-loyalty. 
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Appendix 1 
1 Testing of developing country hypotheses 
This section will discuss the testing of the hypotheses as set out in Chapter Three. The 
assessment of these hypotheses is based purely on the direct relationships between the 
constructs as shown in Figure 3.16 and does not take into account any indirect effects. 
Such effects, where they existed, are discussed in following section. 
1.1 Hypothesis 1-1: In a developing country, e-service quality is 
positively associated with e-satisfaction 
The relationship between e-service quality and e-satisfaction was indicated by a 
standardized coefficient regression coefficient with a positive value of .725; critical 
ratio of 8.195 and significance level of .000 (< .05). This result indicated that there was 
a positive relationship between these two variables. Hypothesis 1-1 that stated that e-
service quality is positively associated with e-satisfaction was therefore supported. 
Inspection of the raw coefficients indicated that the higher that e-service quality was 
perceived by customers, the higher was the customer satisfaction.  
1.2 Hypothesis 1-2: In a developing country, e-service quality is 
positively associated with e-loyalty 
The relationship between e-service quality and e-loyalty was indicated by a 
standardized regression coefficient with a value of .234; critical ratio of 1.779 and 
significant level of .075 (> .05). This indicated that the relationship between these two 
variables was not significantly different from zero at the 95% level. Since 95% was 
selected as the test level, hypothesis 1-2 that stated that e-service quality is positively 
associated with e-loyalty was not supported. This result suggested that service quality 
as perceived by customers does not influence the customer loyalty of online consumers 
at the 95% level although it did do so at the 90% level.   
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1.3 Hypothesis 1-3: In a developing country, e-service quality is 
positively associated with e-trust 
The relationship between e-service quality and e-trust was indicated by a standardized 
regression coefficient with a value of .077; critical ratio of 0.645 and a significant level 
of .517 (> .05) thus the value was not significantly different from zero at the 95% level. 
Therefore, hypothesis 1-3 that stated e-service quality is positively associated with e-
trust was not supported. This result indicated that service quality as perceived by 
customers did not influence the trust of online consumers.  
1.4 Hypothesis 1-4: In a developing country, e-service quality is 
positively associated with perceived e-value 
The relationship between e-service quality and perceived e-value was indicated by a 
standardized coefficient regression with a value of .552; critical ratio of 6.917 and 
significance level of .000 (< .05). This indicated that the value was significantly 
different from zero at the 95% level and that there was a positive relationship between 
these two variables. Therefore, hypothesis 1-4 that stated that e-service quality is 
positively associated with perceived e-value was supported. This result indicated that 
the higher the e-service quality that was perceived by the customers, the higher was 
their perceived value.  
1.5 Hypothesis 1-5: In a developing country, e-security is positively 
associated with e-service quality 
The relationship between e-security and e-service quality was indicated by a 
standardized coefficient regression with a value of .635; critical ratio of 9.960 and 
significance level of .000 (< .05). This indicated that there was a positive relationship 
between these two variables with a value that was significantly greater than zero. 
Therefore, hypothesis 1-5 that stated that e-security is positively associated with e-
service quality was supported. Inspection of the raw coefficients indicated that the 
higher the level of security that was perceived by the customer, the higher was the 
perceived level of service quality.  
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1.6 Hypothesis 1-6: In a developing country, e-security is positively 
associated with e-trust 
The relationship between e-security and e-trust was indicated by a standardized 
coefficient regression with a value of .403; critical ratio of 6.698 and a significance 
level of .000 (< .05). This indicated that there was a positive relationship between these 
two variables that was significantly different from zero at the 95% level Therefore, 
hypothesis 1-6 that stated that e-security is positively associated with e-trust was 
supported. Inspection of the raw coefficients indicated that the higher the level of 
security that was perceived by a customer, the higher was the trust in an e-store.  
1.7 Hypothesis 1-7: In a developing country, perceived e-value is 
positively associated with e-trust 
The relationship between perceived e-value and e-trust was indicated by a standardized 
regression coefficient with a value of .177; critical ratio of 2.585 and a significance 
level of .001 (< .05). This indicated that at the 95% level there was a positive 
relationship between these two variables that was significantly different from zero. 
Therefore, hypothesis 1-7 that stated that perceived e-value is positively associated with 
e-trust was supported. Inspection of the raw coefficients indicated that the higher the 
value that was perceived by customer, the higher was the customer trust of an e-store.  
1.8 Hypothesis 1-8: In a developing country, perceived e-value is 
positively associated with e-satisfaction 
The relationship between perceived e-value and e-satisfaction was indicated by a 
standardized coefficient regression with a value of .176; critical ratio of 2.358 and 
significance level of .018 (< .05). This result showed that there was a positive 
relationship between these two variables Therefore, hypothesis 1-8 that stated that 
perceived e-value was positively associated with e-satisfaction was supported.. 
Inspection of the raw coefficients indicated that the higher the value that was perceived 
by customers, the higher was their satisfaction with an e-store.  
 218
1.9 Hypothesis 1-9: In a developing country, perceived e-value is 
positively associated with e-commitment 
The relationship between perceived e-value and e-commitment was indicated by a 
standardized coefficient regression with a value of .283; critical ratio of 3.140 and 
significance level of .002 (< .05). This showed that there was a positive relationship 
between these two constructs. Therefore, hypothesis 1-9 that stated perceived e-value is 
positively associated with e-commitment was supported. Inspection of the raw 
coefficients indicated that the higher the value that was perceived by customers, the 
higher was their commitment to an e-store.  
1.10 Hypothesis 1-10: In a developing country, e-satisfaction is 
positively associated with e-loyalty 
A relationship between e-satisfaction and e-loyalty was indicated by a standardized 
coefficient regression with a value of .293; critical ratio of 2.213 and a significance 
level of .027 (< .05). This showed that there was a positive relationship between these 
two constructs. Therefore, hypothesis 1-10 that stated that e-satisfaction is positively 
associated with e-loyalty was supported. Inspection of the raw coefficients indicated 
that the higher the satisfaction of a customer, the higher was the loyalty to the e-store.  
1.11 Hypothesis 1-11: In a developing country, e-satisfaction is 
positively associated with e-trust 
A relationship between e-satisfaction and e-trust was indicated by a standardized 
coefficient regression with a value of of .334; critical ratio of 3.016 and a significance 
level of .003 (< .05). It showed that there was a positive relationship between these two 
constructs. Therefore, hypothesis 1-11 that stated that e-satisfaction is positively 
associated with e-trust was supported. Inspection of the raw coefficients indicated that 
the higher the satisfaction of a customer, the higher was their trust of an e-store.  
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1.12  Hypothesis 1-12: In a developing country, e-trust is positively 
associated with e-loyalty 
A relationship between e-trust and e-loyalty was indicated by a standardized regression 
coefficient with a value of .177; critical ratio of 1.912 and a significance level of .056 or 
it slightly above the 95% cut-off value (> .05). This showed that there was a positive 
relationship between the two constructs at the 90% level. However, since the test level 
was set at 95%, hypothesis 1-12 that stated that e-trust is positively associated with e-
loyalty was not supported. 
1.13 Hypothesis 1-13: In a developing country, e-trust is positively 
associated with e-commitment 
The relationship between e-trust and e-commitment was indicated by a standardized 
regression coefficient at a level of .256; critical ratio of 2.861 and a significance level of 
.004 (< .05). This showed that there was a positive relationship between these two 
constructs at the 95% level. Therefore, hypothesis 1-13 that stated that e-trust is not 
positively associated with e-commitment was supported. Inspection of the raw 
coefficients indicated that the higher the trust perceived by a customer, the higher the 
customer commitment to an e-store.  
1.14 Hypothesis 1-14: In developing country, e-commitment is 
positively associated with e-loyalty  
The relationship between e-commitment and e-loyalty was indicated by a standardized 
coefficient regression with a value of .250; critical ratio of 4.279 and significance level 
of .000 (< .05). It showed that a positive relationship between these two constructs was 
supported at the 95% level Therefore, hypothesis 1-14 that stated that e-commitment is 
positively associated with e-loyalty was supported.. Inspection of the raw coefficients 
indicated that the higher the commitment of a customer, the higher was the loyalty to an 
e-store.  
Apart from the above hypothesised relationships, it was also found that there was a 
significant relationship between e-security and e-value. The standardised regression 
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coefficient indicated a significant association between e-security and e-value at a value 
of .233, with a critical ratio of 3.319 and a significance level of .000 (< .05). 
2. Indirect relationships among factors towards e-loyalty in the 
developing country (Indonesia) 
This thesis examined the relationships between a number of constructs in an integrated 
model. Many of these relationships had been investigated in previous research in the 
form of one-on-one relationships, but such evaluations had not permitted the evaluation 
of inter-relationships between the constructs such as could be examined in an integrated 
model.  
As a result, besides the direct associations between some of the  constructs and with e-
loyalty as described in the previous section and assessed in terms of the hypothesised 
relationships, the model also revealed several indirect associations among the constructs 
that influenced e-loyalty. Table 1 illustrates the indirect associations that were 
determined for the developing country (Indonesia)  
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Table 1 Standardized direct, indirect and total effects of factors in developing 
country (Indonesia)  
Hypotheses Direct effect 
Indirect 
effect 
Mediating variable 
Total 
std. 
coef. No Association 
Direct 
ion 
Std. 
coef. 
Sig. 
H1-1 
E-service quality – E-
satisfaction 
+ .725 .000 .097 Perceived E-value .822 
H1-2 
E-service quality – E-
loyalty 
+ .234 .075 .388 
Perceived E-value, E-
satisfaction, E-trust, E-
commitment 
.622 
H1-3 
E-service quality – E-
trust 
+ .077 .517 .373 
P E-value, E-
satisfaction 
.450 
H1-4 
E-service quality – 
Perceived E-value 
+ .552 .000 - - .552 
H1-5 
E-Security – E-
service quality 
+ .635 .000 - - .635 
H1-6 E-Security – E-trust + .403 .000 .340 
E-service quality, P E-
value, E-satisfaction 
.744 
H1-7 
Perceived E-value – 
E-trust 
+ .177 .010 .059 E-satisfaction .236 
H1-8 
Perceived E-value – 
E-satisfaction 
+ .176 .018 - - .176 
H1-9 
Perceived E-value – 
E-commitment 
+ .283 .002 .061 E-satisfaction E-trust .344 
H1-10 
E-satisfaction – E-
loyalty 
+ .293 .027 .081 E-Trust, E-commitment .373 
H1-11 
E-satisfaction – E-
trust 
+ .334 .003 - - .334 
H1-12 E-trust – E-loyalty + .177 .056 .064 E-commitment .241 
H1-13 
E-trust – E-
commitment 
+ .256 .004 - - .256 
H1-14 
E-commitment – E-
loyalty 
+ .250 .000 - - .250 
 
E-security – 
Perceived E-value 
+ .233 .000 .350 E-service quality .583 
 
E-security – E-
satisfaction 
 - - .562 
E-service quality, P E-
value 
.562 
 
E-security – E-
commitment 
 - - .356 
E-service quality, P E-
value, E-satisfaction, E-
trust 
.356 
 E-security – E-loyalty  - - .534 
E-service quality, P E-
value, E-satisfaction, E-
trust, E-commitment 
.534 
 
E-Service quality – E-
commitment 
 - - .272 
P E-value, E-
satisfaction, E-trust 
.272 
 
Perceived E-value – 
E-loyalty 
 - - .179 
E-satisfaction, E-trust, 
E-commitment 
.179 
 
E-satisfaction – E-
commitment 
 - - .086 E-trust, E-commitment .086 
Source: developed for this research 
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While it was found that e-service quality positively influenced e-satisfaction, there was 
also an indirect association between these two constructs through perceived e-value. 
While the direct effects of e-service quality on both e-satisfaction and perceived e-value 
were strong, the indirect association between e-service quality and e-satisfaction with 
perceived e-value as a mediating factor was very weak with a standardized indirect 
effect loading of .097. With the addition of this weak indirect association between e-
service quality and e-satisfaction through perceived e-value, the total effect of e-service 
quality on e-satisfaction was slightly increased with a standardized total effect of .822. 
This made the total effect of e-service quality on e-satisfaction the strongest 
standardized total effect when compared to the other constructs. 
Although in a developing country (Indonesia) e-service quality had no direct association 
with e-loyalty, it was found that e-service quality did indirectly influence e-loyalty 
through four mediating constructs namely perceived e-value; e-satisfaction, e-trust, and 
e-commitment.. The paths of the indirect relationships between e-service quality and e-
loyalty were: 
1. E-service quality  e-satisfaction  e-loyalty, 
2. E-service quality  e-satisfaction  e-trust  e-loyalty.  
3. E-service quality  e-satisfaction  e-trust  e-commitment  e-loyalty.  
4. E-service quality  e-trust  e-loyalty.  
5. E-service quality  e-trust  e-commitment  e-loyalty.  
6. E-service quality  perceived e-value  e-satisfaction  e-loyalty.  
7. E-service quality  perceived e-value  e-satisfaction  e-trust  e-loyalty.  
8. E-service quality  perceived e-value  e-satisfaction  e-trust  e-
commitment  e-loyalty. 
Based on the standardized coefficient value of .388, the indirect relationship between e-
service quality and e-loyalty was considered to be moderate although the relationship 
was not significantly different from zero at the 95% level but it was significant at the 
90% level. When the total relationship between these two constructs was evaluated the 
resultant standardised coefficient indicated a strong relationship with a total 
standardized effect of .622.     
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Although there was a statistically insignificant direct effect of e-service quality on e-
trust, e-service quality was found to influence e-trust indirectly. A positive and 
relatively high indirect effect of e-service quality on e-trust was found to exist through 
two mediating factors namely perceived e-value and e-satisfaction at a level of .373. A 
total effect relationship between e-service quality and e-trust was moderately strong 
with a standardized total effect of .450. 
These relationships were not hypothesised in the original research hypotheses however 
their emergence in the research identified a number of relationships that were found in 
this research and as in Table 7.6 and in regard to the commentary on pages 232 to 238. 
The paths of the indirect relationships between e-service quality and e-trust were: 
1. E-service quality  perceived e-value  e-trust.  
2. E-service quality  perceived e-value  e- satisfaction  e-trust.  
3. E-service quality  e- satisfaction  e-trust. 
As mentioned previously in a developing country (Indonesia), it was found that e-
security directly influenced perceived e-value. However, besides their direct 
relationship, e-security and perceived e-value were also indirectly related. E-security 
indirectly influenced perceived e-value with e-service quality as a mediating factor. The 
standardized indirect effect of e-security on perceived e-value via e-service quality was 
moderately strong at a level of .350. The standardized total effect of e-security on 
perceived e-value was stronger at .583. 
Although this research did not examine a possible direct relationship between e-service 
quality and e-commitment, it was found that e-service quality indirectly influenced e-
commitment. This indirect relationship involved several mediating factors namely 
perceived e-value, e-satisfaction, and e-trust with an indirect total effect of .272. Since 
the model postulated that there would be no direct effect of these constructs on e-
commitment, the total effect of e-service quality on e-commitment was .272. 
The paths of the indirect relationships between e-service quality and e-commitment 
were: 
1. E-service quality  perceived e-value  e-commitment.  
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2. E-service quality  perceived e-value  e- satisfaction  e-commitment.  
3. E-service quality  perceived e-value  e-satisfaction  e-trust  e-
commitment.  
4. E-service quality  e- satisfaction  e-trust  e-commitment. 
5. E-service quality  e-trust  e-commitment. 
E-security also indirectly influenced e-satisfaction with e-service quality and perceived 
e-value as mediating constructs. As there was no direct relationship between e-security 
and e-satisfaction,  the standardized total impact of e-security on e-satisfaction was 
.562. 
The paths of the indirect relationships between e-security and e-satisfaction were: 
1. E-security  e-service quality  e-satisfaction.  
2. E-security  perceived e-value  e-satisfaction.  
3. E-security  e-service quality  perceived e-value  e-satisfaction. 
As previously stated, e-security had a significant direct effect on e-trust. Beside that 
relationship, it was also found that e-security indirectly influenced e-trust via three 
constructs namely e-service quality, perceived e-value, and e-satisfaction. The indirect 
standardized coefficient for this relationship was moderate at .340. This standardized 
indirect effect coefficient of e-security on e-trust along with their direct standardized 
effect coefficient produced a strong total standardized coefficient value of .744.  
The paths of the indirect relationships between e-security and e-trust were: 
1. E-security  e-satisfaction  e-trust.  
2. E-security  perceived e-value  e-trust.  
3. E-security  perceived e-value  e-satisfaction  e-trust. 
Another indirect relationship between e-security and other constructs was also found. E-
security was found to influence e-commitment indirectly. This indirect relationship was 
at a level of .356. As there was no direct effect between the two constructs allowed for 
in the model, the total effect of e-security on e-commitment was .356. The relationship 
between e-security and e-commitment was mediated by e-service quality, perceived e-
value, e-satisfaction, and e-trust.  
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The paths of the indirect relationships between e-security and e-commitment were: 
1. E-security  e-trust  e-commitment.  
2. E-security  perceived e-value  e-commitment.  
3. E-security  perceived e-value  e-trust  e-commitment.  
4. E-security  perceived e-value  e-satisfaction  e-trust  e-commitment.  
5. E-security e-service quality  perceived e-value  e-commitment.  
6. E-security e-service quality  perceived e-value  e-trust  e-commitment.  
7. E-security e-service quality  perceived e-value  e-satisfaction  e-trust 
 e-commitment.  
8. E-security  e-service quality  e-trust  e-commitment.  
9. E-security  e-service quality  e-satisfaction  e-trust  e-commitment. 
While there was no direct influence of e-security on e-loyalty, it was found that e-
security indirectly influenced e-loyalty. Other constructs in the model excluding these 
two constructs mediated this indirect relationship namely e-service quality, perceived e-
value, e-satisfaction, e-trust, and e-commitment and the total  effect of this relationship 
was .534. 
The paths of the indirect relationships between e-security and e-loyalty were: 
1. E-security  e-trust  e-loyalty.  
2. E-security  e-trust  e-commitment  e-loyalty.  
3. E-security  perceived e-value  e-satisfaction  e-loyalty.  
4. E-security  perceived e-value  e-satisfaction  e-trust  e-loyalty.  
5. E-security  perceived e-value  e-satisfaction e-trust  e-commitment  
e-loyalty.  
6. E-security  perceived e-value  e-trust  e-loyalty.  
7. E-security  perceived e-value  e-trust  e-commitment  e-loyalty.  
8. E-security  perceived e-value  e-commitment  e-loyalty.  
9. E-security  e-service quality  e-satisfaction  e-loyalty.  
10. E-security  e-service quality  e-satisfaction  e-trust  e-loyalty.  
11. E-security  e-service quality  e-satisfaction  e-trust  e-commitment  
e-loyalty.  
 226
12. E-security  e-service quality  perceived e-value  e-satisfaction  e-
loyalty.  
13. E-security  e-service quality  perceived e-value  e-satisfaction  e-trust 
 e-loyalty.  
14. E-security  e-service quality  perceived e-value  e-satisfaction  e-trust 
 e-commitment  e-loyalty.  
15. E-security  e-service quality  perceived e-value  e-trust  e-loyalty.  
16. E-security  e-service quality  perceived e-value  e-trust  e-commitment 
 e-loyalty.  
17. E-security  e-service quality  perceived e-value  e-commitment  e-
loyalty. 
Apart from the direct influence of perceived e-value on e-trust, it was also found that 
perceived e-value indirectly influenced e-trust. The standardized indirect effect of this 
construct was relatively small at .059. However, the total effect of perceived e-value on 
e-trust was moderate at .236. Apart from their direct relationship, perceived e-value was 
also found to influence e-commitment indirectly with e-satisfaction and e-trust as 
mediating constructs. The standardized indirect effect between perceived e-value and e-
commitment was relatively small at .061. However, the total standardized effect of 
perceived e-value on e-commitment was moderately strong at .344. 
The paths of the indirect relationships between perceived e-value and e-commitment 
were: 
1. Perceived e-value  e-trust  e-commitment.  
2. Perceived e-value  e-satisfaction  e-trust  e-commitment. 
Although there was no direct effect of perceived e-value on e-loyalty, an indirect 
relationship between perceived e-value and e-loyalty existed. This relationship was 
mediated by e-satisfaction, e-trust, and e-commitment with a standardized indirect effect 
of .179. 
The paths of the indirect relationships between perceived e-value and e-loyalty were: 
1. Perceived e-value  e-satisfaction  e-loyalty.  
2. Perceived e-value  e-satisfaction  e-trust  e-loyalty.  
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3. Perceived e-value  e-satisfaction  e-trust  e-commitment  e-loyalty.  
4. Perceived e-value  e-trust  e-loyalty.  
5. Perceived e-value  e-trust  e-commitment  e-loyalty.  
6. Perceived e-value  commitment  e-loyalty. 
The previous section showed that e-satisfaction directly influenced e-loyalty; the 
analysis also showed that these factors were indirectly related. E-satisfaction indirectly 
influenced e-loyalty through two mediating factors namely e-trust and e-commitment. 
While the standardized direct effect of e-satisfaction on e-loyalty was found to be 
significant, the indirect standardized effect of e-satisfaction on e-loyalty was low at 
.081. However, the standardized total effect of these two factors was moderate at .373. 
The paths of the indirect relationships between e-satisfaction and e-loyalty were: 
1. E-satisfaction  e-trust  e-loyalty.  
2. E-satisfaction  e-trust e-commitment  e-loyalty. 
E-satisfaction also had an indirect effect on e-commitment with e-trust as a mediating 
construct. This indirect relationship was weak with a standardized indirect effect of 
.086. Another indirect relationship also existed between e-trust and e-loyalty with e-
commitment as mediating construct. Their standardized indirect effect was weak at .064 
and the standardized total effect of e-trust on e-loyalty was moderate at .241. 
In conclusion apart from the direct relationships between the constructs in the model, 
which were tested by means of the hypotheses, it was found that there was a complex 
inter-relationship between many of the constructs in the e-loyalty model of a developing 
country (Indonesia), with a number of constructs playing additional mediating roles in 
the relationships as were identified by means of the indirect effects between the 
constructs. Some of the standardized indirect effects of these relationships were quite 
strong such as the indirect relationship between e-security and e-satisfaction (.562) and 
the indirect relationship between e-security and e-loyalty (.534). However, some of 
them were very weak such as the indirect relationship between e-trust and e-loyalty 
(.064) and the indirect relationship between perceived e-value and e-commitment 
(.061).       
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3. Hypothesis testing for the developed country (Australia) 
This section sets out the results of the hypothesis testing using the developed country 
(Australian) data as detailed in chapter five. 
3.1 Hypothesis 2-1: In a developed country, e-service quality is 
positively associated with e-satisfaction 
A relationship between e-service quality and e-satisfaction was indicated by a 
standardized regression coefficient with a value of .671; critical ratio of 6.120 and 
significance level of .000 (< .05). It shows that there was a positive relationship between 
these two constructs. Therefore, hypothesis 2-1 that stated that e-service quality is 
positively associated with e-satisfaction was supported. Inspection of the raw 
coefficients indicated that the higher the e-service quality perceived by customers, the 
higher the customer satisfaction.  
3.2 Hypothesis 2-2: In a developed country, e-service quality is 
positively associated with e-loyalty 
A relationship between e-service quality and e-loyalty was indicated by a standardized 
regression coefficient with a value of .452; critical ratio of 2.761 and significance level 
of .006 (< .05). It showed that there was a positive relationship between these two 
constructs at the 95% level. Therefore, hypothesis 2-2 that stated that e-service quality 
is positively associated with e-loyalty was supported. Inspection of the raw coefficients 
indicated that the higher the e-service quality perceived by customers, the higher was 
their loyalty.  
3.3 Hypothesis 2-3: In a developed country, e-service quality is 
positively associated with e-trust 
A relationship between e-service quality and e-trust was indicated by a standardized 
regression coefficient with a value of .054; critical ratio of 0.739 and significance level 
of .660 (> .05). It showed that the relationship between these two constructs was not 
significantly different from zero at the 95% level. Therefore, hypothesis 2-3 that stated 
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that e-service quality is positively associated with e-trust was not supported. This 
result indicated that service quality as perceived by customers did not influence the trust 
of online consumers.  
3.4 Hypothesis 2-4: In a developed country, e-service quality is 
positively associated with perceived e-value 
A relationship between e-service quality and perceived e-value was indicated by a 
standardized regression coefficient with a value of .771; critical ratio of 9.475 and 
significance level of .000 (< .05). It showed that there was a positive relationship 
between these two constructs. Therefore, hypothesis 2-4 that stated that e-service 
quality is positively associated with perceived e-value was supported. Inspection of the 
raw coefficients indicated that the higher the e-service quality perceived by customers, 
the higher the perceived value.  
3.5 Hypothesis 2-5: In a developed country, e-security is positively 
associated with e-service quality 
A relationship between e-security and e-service quality was indicated by a standardized 
regression coefficient with a value of .690; critical ratio of 9.938 and significance level 
of .000 (< .05). It showed that there was a positive relationship between these two 
constructs. Therefore, hypothesis 2-5 that stated that e-security is positively associated 
with e-service quality was supported. Inspection of the raw coefficients indicated that 
the higher the security perceived by customers, the higher the perceived service quality.  
3.6 Hypothesis 2-6: In a developed country, e-security is positively 
associated with e-trust. 
A relationship between e-security and e-trust was indicated by a standardized regression 
coefficient with a value of .205; critical ratio of 5.268 and significance level of .000 (> 
.05). It showed that there was a positive relationship between these two constructs. 
Therefore, hypothesis 2-6 that stated that e-security is positively associated with e-trust 
was supported. Inspection of the raw coefficients indicated that the higher the security 
perceived by customers the higher the trust in an e-store.  
 230
3.7 Hypothesis 2-7: In a developed country, perceived e-value is 
positively associated with e-trust. 
A relationship between perceived e-value and e-trust was indicated by a standardized 
regression coefficient with a value of .380; critical ratio of 4.460 and significance level 
of .000 (< .05). It showed that there was a positive relationship between these two 
constructs. Therefore, hypothesis 2-7 that stated that perceived e-value is positively 
associated with e-trust was supported. Inspection of the raw coefficients indicated that 
the higher the value perceived by the customer, the higher the trust in an e-store.  
3.8 Hypothesis 2-8: In a developed country, perceived e-value is 
positively associated with e-satisfaction 
A relationship between perceived e-value and e-satisfaction was indicated by a 
standardized regression coefficient with a value of .227; critical ratio of 2.219 and 
significance level of .026 (< .05). It showed that there was a positive relationship 
between these two constructs. Therefore, hypothesis 2-8 that stated that perceived e-
value is positively associated with e-satisfaction was supported. Inspection of the raw 
coefficients indicated that the higher the value perceived by the customer, the higher the 
satisfaction with an e-store.  
3.9 Hypothesis 2-9: In a developed country, perceived e-value is 
positively associated with e-commitment 
A relationship between perceived e-value and e-commitment was indicated by a 
standardized regression coefficient with a value of .046; critical ratio of .284 and a 
significance level of .777 (> .05). It showed that there was a positive relationship 
between these two constructs. Therefore, hypothesis 2-9 that stated that perceived e-
value is positively associated with e-commitment was not supported. Inspection of the 
raw coefficients indicated that the higher the value perceived by customer, the higher 
the customer commitment to an e-store.  
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3.10 Hypothesis 2-10: In a developed country, e-satisfaction is 
positively associated with e-loyalty 
A relationship between e-satisfaction and e-loyalty was indicated by a standardized 
regression coefficient with a value of -.082; critical ratio of -.570 and significance level 
of .586(> .05). This result showed that there was no significant relationship between 
these constructs. Therefore, hypothesis 2-10 that stated that e-satisfaction is positively 
associated with e-loyalty was not supported.  
3.11 Hypothesis 2-11: In a developed country, e-satisfaction is 
positively associated with e-trust 
A relationship between e-satisfaction and e-trust was indicated by a standardized 
regression coefficient with a value of .301; critical ratio of 2.994 and significance level 
of .003 (< .05). It shows that there was a positive relationship between these two 
constructs. Therefore, hypothesis 2-11 that stated that e-satisfaction is positively 
associated with e-trust was supported. Inspection of the raw coefficients indicated that 
the higher the satisfaction of a customer, the higher the customer’s trust of an e-store.  
3.12 Hypothesis 2.12: In a developed country, e-trust is positively 
associated with e-loyalty 
A relationship between e-trust and e-loyalty was indicated by a standardized regression 
coefficient with a value of .274; critical ratio of 1.865 and significance level of .062 or 
slightly above the cut-off value (> .05). It shows that there was a positive relationship 
between these two constructs. Nevertheless this relationship was not significant at a 
95% level. Therefore, hypothesis 2-12 that stated that e-trust is positively associated 
with e-loyalty was not supported. 
3.13 Hypothesis 2-13: In a developed country, e-trust is positively 
associated with e-commitment 
A relationship between e-trust and e-commitment was indicated by a standardized 
regression coefficient with a value of .396; critical ratio of 2.380 and significance level 
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of .017 (< .05). It shows that there was a positive relationship between these two 
constructs. Therefore, hypothesis 2-13 that stated that e-trust is not positively associated 
with e-commitment was supported. Inspection of the raw coefficients indicated that the 
higher the trust perceived by a customer, the higher the customer commitment to an e-
store.  
3.14 Hypothesis 2-14: In a developed country, e-commitment is 
positively associated with e-loyalty  
A relationship between e-commitment and e-loyalty was indicated by a standardized 
regression coefficient with a value of .262; critical ratio of 4.121 and significance level 
of .000 (< .05). It shows that there was a positive relationship between these two 
constructs. Therefore, hypothesis 2-14 that stated that e-commitment is positively 
associated with e-loyalty was supported. Inspection of the raw coefficients indicated 
that the higher the commitment of a customer, the higher the customer loyalty to an e-
store.  
Assessment of the e-loyalty model for a developing country (Indonesia) found a 
significant positive relationship between e-security and e-value. However, when tested 
using a developed country (Australia) dataset it was found that there was no significant 
relationship between e-security and e-value. The relationship between the constructs 
yielded a standardised regression coefficient of .090, with a critical ratio of 1.251 and a 
significance level of .211 (> .05). 
4. Indirect relationships among constructs influencing e-loyalty in a 
developed country (Australia) 
As found in the model of e-loyalty in a developing country, several indirect associations 
among the constructs that influenced e-loyalty were also found in the model of e-loyalty 
in a developed country (Australia). Table 2 illustrates the indirect associations for the 
developed country (Australia). 
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Table 2 Standardized direct, indirect and total effects of constructs in a developed 
country (Australia)  
Hypotheses Direct effect 
Indirect 
effect 
Mediating variable 
Total 
std. 
coef. No Association 
Direct 
ion 
Std. 
coef. 
Sig. 
H1-1 
E-service quality – E-
satisfaction 
+ .671 .000 .175 Perceived E-value .846 
H1-2 
E-service quality – E-
loyalty 
+ .452 .006 .167 
Perceived E-value, E-
satisfaction, E-trust, E-
commitment 
.620 
H1-3 
E-service quality – E-
trust 
+ .054 .660 .548 
P E-value, E-
satisfaction 
.602 
H1-4 
E-service quality – 
Perceived E-value 
+ .771 .000 - - .771 
H1-5 
E-Security – E-
service quality 
+ .690 .000 - - .690 
H1-6 E-Security – E-trust + .319 .000 .456 
E-service quality, P E-
value, E-satisfaction 
.775 
H1-7 
Perceived E-value – 
E-trust 
+ .380 .000 .068 E-satisfaction .449 
H1-8 
Perceived E-value – 
E-satisfaction 
+ .227 .026 - - .227 
H1-9 
Perceived E-value – 
E-commitment 
+ .046 .777 .178 E-satisfaction E-trust .224 
H1-10 
E-satisfaction – E-
loyalty 
- -.082 .568 .114 E-Trust, E-commitment .031 
H1-11 
E-satisfaction – E-
trust 
+ .301 .003 - - .301 
H1-12 E-trust – E-loyalty + .274 .062 .104 E-commitment ..378 
H1-13 
E-trust – E-
commitment 
+ .396 .017 - - .396 
H1-14 
E-commitment – E-
loyalty 
+ .262 .000 - - .262 
 
E-security – 
Perceived E-value 
+ .090 .211 .533 E-service quality .623 
 
E-security – E-
satisfaction 
 - - .605 
E-service quality, P E-
value 
.605 
 
E-security – E-
commitment 
 - - .336 
E-service quality, P E-
value, E-satisfaction, E-
trust 
.336 
 E-security – E-loyalty  - - .563 
E-service quality, P E-
value, E-satisfaction, E-
trust, E-commitment 
.563 
 
E-Service quality – E-
commitment  
- - .274 
P E-value, E-
satisfaction, E-trust 
.274 
 
Perceived E-value – 
E-loyalty 
 - - .163 
E-satisfaction, E-trust, 
E-commitment 
.163 
 
E-satisfaction – E-
commitment 
 - - .119 E-trust, E-commitment .119 
Source: developed for this research 
 
 234
Prior section outlined the indirect relationships between the constructs in the developing 
country e-loyalty structural model; this section describes the indirect relationships 
between the constructs in the e-loyalty model in a developed country (Australia). It was 
found that e-service quality positively influenced e-satisfaction, and that there was an 
indirect association between these two constructs through perceived e-value as 
mediating construct. The standardized indirect effect of e-service quality on e-
satisfaction was .173. The total effect of e-service quality on e-satisfaction was very 
strong with a standardized total effect of .846. This meant that the total effect of e-
service quality on e-satisfaction was the strongest standardized total effect of any of the 
inter-relationships in the model. 
In a developed country (Australia), e-service quality had a significant direct influence 
on e-loyalty, it was also found that e-service quality indirectly influenced e-loyalty 
through four mediating factors namely perceived e-value; e-satisfaction, e-trust, and e-
commitment in some ways. The paths of the indirect relationships between e-service 
quality and e-loyalty were: 
1. E-service quality  e-satisfaction  e-loyalty,  
2. E-service quality  e-satisfaction  e-trust  e-loyalty.  
3. E-service quality  e-satisfaction  e-trust  e-commitment  e-loyalty.  
4. E-service quality  e-trust  e-loyalty.  
5. E-service quality  e-trust  e-commitment  e-loyalty.  
6. E-service quality  perceived e-value  e-satisfaction  e-loyalty.  
7. E-service quality  perceived e-value  e-satisfaction  e-trust  e-loyalty.  
8. E-service quality  perceived e-value  e-satisfaction  e-trust  e-
commitment  e-loyalty. 
Based on the standardized coefficient value of .167; the indirect relationship between e-
service quality and e-loyalty was weak but the total relationship between these two 
factors was strong with a total standardized coefficient value of .620.    
In a similar manner to that in the developing country based model, despite insignificant 
direct effects of e-service quality on e-trust; e-service quality was also found to 
indirectly influence e-trust. A positive and moderate indirect effect of e-service quality 
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on e-trust was found to operate through two mediating constructs namely perceived e-
value and e-satisfaction at a level of .548. The total effect of e-service quality on e-trust 
was .602. 
These relationships were not hypothesised in the original research hypotheses however 
their emergence in the research identified a number of relationships that were found in 
this research and as shown in Table 7.7 and in regard to the commentary on pages 245-
250. 
The paths of the indirect relationships between e-service quality and e-trust were: 
1. E-service quality  perceived e-value  e-trust.  
2. E-service quality  perceived e-value  e- satisfaction  e-trust.  
3. E-service quality  e- satisfaction  e-trust. 
Although this research did not specifically set out to examine a possible direct 
relationship between e-service quality and e-commitment, it was found that e-service 
quality indirectly influenced e-commitment. This indirect relationship involved three 
mediating constructs namely perceived e-value, e-satisfaction, and e-trust with an 
indirect standardized coefficient of .274. The paths of the indirect relationships between 
e-service quality and e-commitment were: 
1. E-service quality  perceived e-value  e-commitment.  
2. E-service quality  perceived e-value  e- satisfaction  e-commitment.  
3. E-service quality  perceived e-value  e- satisfaction  e-trust  e-
commitment.  
4. E-service quality  e- satisfaction  e-trust  e-commitment.  
5. E-service quality  e-trust  e-commitment. 
As mentioned previously in a developed country (Australia), it was found that e-security 
had no direct influence on perceived e-value. However, e-security and perceived e-value 
were indirectly related. E-security indirectly influenced perceived e-value with e-service 
quality as a mediating construct. The standardized indirect effect of e-security on 
perceived e-value via e-service quality was moderate at a level of .533. In addition the 
standardized total effect of e-security on perceived e-value was quite strong at .623. 
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E-security also indirectly influenced e-satisfaction. This relationship was mediated by e-
service quality and perceived e-value and the standardized total impact of e-security on 
e-satisfaction was .605. 
The paths of the indirect relationships between e-security and e-satisfaction were: 
1. E-security  e-service quality  e-satisfaction.  
2. E-security  perceived e-value  e-satisfaction.  
3. E-security  e-service quality  perceived e-value  e-satisfaction. 
As previously stated, e-security had a significant direct effect on e-trust, and indirectly 
influenced e-trust via three factors namely e-service quality, perceived e-value, and e-
satisfaction. The indirect standardized coefficient for this relationship was .456. This 
standardized indirect effect coefficient of e-security on e-trust along with the direct 
standardized effect coefficient produced a total standardized coefficient value of .775.  
The paths of the indirect relationships between e-security and e-trust were: 
1. E-security  e-satisfaction  e-trust.  
2. E-security  perceived e-value  e-trust.  
3. E-security  perceived e-value  e-satisfaction  e-trust. 
An indirect relationship between e-security and e-commitment was found. This indirect 
relationship produced a standardized indirect effect value off .336. As there was no 
direct effect between the two factors, the total standardized effect of e-security on e-
commitment was.336. This relationship between e-security and e-commitment was 
mediated by e-service quality, perceived e-value, e-satisfaction, and e-trust.  
The paths of the indirect relationships between e-security and e-commitment were: 
1. E-security  e-trust  e-commitment.  
2. E-security  perceived e-value  e-commitment.  
3. E-security  perceived e-value  e-trust  e-commitment.  
4. E-security  perceived e-value  e-satisfaction  e-trust  e-commitment.  
5. E-security e-service quality  perceived e-value  e-commitment.  
6. E-security e-service quality  perceived e-value  e-trust  e-commitment.  
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7. E-security e-service quality  perceived e-value  e-satisfaction  e-trust 
 e-commitment.  
8. E-security  e-service quality  e-trust  e-commitment.  
9. E-security  e-service quality  e-satisfaction  e-trust  e-commitment. 
While there was no direct influence of e-security on e-loyalty as had been expected, it 
was found that e-security indirectly influenced e-loyalty through a number of mediating 
constructs. These were e-service quality, perceived e-value, e-satisfaction, e-trust, and 
e-commitment. The total effect of e-security and e-loyalty was .563. 
The paths of the indirect relationships between e-security and e-loyalty were: 
1. E-security  e-trust  e-loyalty.  
2. E-security  e-trust  e-commitment  e-loyalty.  
3. E-security  perceived e-value  e-satisfaction  e-loyalty.  
4. E-security  perceived e-value  e-satisfaction  e-trust  e-loyalty.  
5. E-security  perceived e-value  e-satisfaction e-trust  e-commitment  
e-loyalty.  
6. E-security  perceived e-value  e-trust  e-loyalty.  
7. E-security  perceived e-value  e-trust  e-commitment  e-loyalty.  
8. E-security  perceived e-value  e-commitment  e-loyalty.  
9. E-security  e-service quality  e-satisfaction  e-loyalty.  
10. E-security  e-service quality  e-satisfaction  e-trust  e-loyalty.  
11. E-security  e-service quality  e-satisfaction  e-trust  e-commitment  
e-loyalty.  
12. E-security  e-service quality  perceived e-value  e-satisfaction  e-
loyalty.  
13. E-security  e-service quality  perceived e-value  e-satisfaction  e-trust 
 e-loyalty.  
14. E-security  e-service quality  perceived e-value  e-satisfaction  e-trust 
 e-commitment  e-loyalty.  
15. E-security  e-service quality  perceived e-value  e-trust  e-loyalty.  
16. E-security  e-service quality  perceived e-value  e-trust  e-commitment 
 e-loyalty.  
 238
17. E-security  e-service quality  perceived e-value  e-commitment  e-
loyalty. 
Apart from a direct influence of perceived e-value on e-trust, it was found that 
perceived e-value indirectly influenced e-trust via e-satisfaction as a mediating 
construct. The standardized indirect effect of these constructs was only .068, however, 
the standardized total effect of perceived e-value on e-trust was moderately strong at 
.449. Perceived e-value was also found to indirectly influence e-commitment with e-
satisfaction and e-trust as mediating factors. The standardized indirect effect between 
perceived e-value and e-commitment was .178 and the total standardized effect of 
perceived e-value on e-commitment was .224. 
The paths of the indirect relationships between perceived e-value and e-commitment 
were: 
1. Perceived e-value  e-trust  e-commitment.  
2. Perceived e-value  e-satisfaction  e-trust  e-commitment. 
Although there was no direct effect of perceived e-value on e-loyalty as expected, an 
indirect relationship between perceived e-value and e-loyalty existed. This relationship 
was mediated by e-satisfaction, e-trust, and e-commitment with a standardized indirect 
effect of .163. 
The paths of the indirect relationships between perceived e-value and e-loyalty were: 
1. Perceived e-value  e-satisfaction  e-loyalty.  
2. Perceived e-value  e-satisfaction  e-trust  e-loyalty.  
3. Perceived e-value  e-satisfaction  e-trust  e-commitment  e-loyalty.  
4. Perceived e-value  e-trust  e-loyalty.  
5. Perceived e-value  e-trust  e-commitment  e-loyalty.  
6. Perceived e-value  commitment  e-loyalty. 
The previous section found that e-satisfaction has an insignificant effect on e-loyalty; 
but that these factors were indirectly related. E-satisfaction indirectly influenced e-
loyalty through two mediating constructs namely e-trust and e-commitment. While the 
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standardized direct effect of e-satisfaction on e-loyalty was found to be insignificant, the 
indirect standardized effect of e-satisfaction on e-loyalty was .114.  
The indirect path relationships between e-satisfaction and e-loyalty were: 
1. E-satisfaction  e-trust  e-loyalty. 
2. E-satisfaction  e-trust e-commitment  e-loyalty. 
E-satisfaction also had an indirect effect on e-commitment with e-trust as a mediating 
construct. This indirect relationship was weak with a standardized indirect effect value 
of .119. A weak (.104) indirect relationship also existed between e-trust and e-loyalty 
with e-commitment as mediating factor. The standardized total effect of e-trust on e-
loyalty was moderate at .378. 
In conclusion, besides the direct relationships that were found to exist between the 
constructs in e-loyalty model for a developed country (Australia), some indirect effects 
between factors were also found. Some of the standardized indirect effects of these 
relationships were moderate to strong such as the indirect relationship between e-
security and e-loyalty (.563) and between e-security and perceived e-value (.534). 
However, some of them were weak such as the indirect relationship between perceived 
e-value and e-trust (.068) and the indirect relationship between perceived e-trust and e-
loyalty (.104).  
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Appendix 2 
1. Construct model assessment 
This section addresses the construct model development process used to develop and to 
test the latent variables that were examined in the research. The convergent and 
discriminant validity of the construct models is also discussed. To ascertain that the 
analyses were correctly carried out, the process of developing each latent variable or 
construct strictly followed the approach to multivariate model building as suggested by 
Hair et al. (2006) and Tabachnick & Fidell (1996) and used the  AMOS 19 software. 
Construct model development and analysis was carried out using the Indonesian sample 
data. The data was split into odd and even data sets and the models were firstly 
developed and purified using the odd dataset before the testing of the final model with 
the use of the even dataset. This process followed the recommendations for the 
development of marketing constructs by Churchill (1979); Anderson and Gerbing 
(1982); Anderson (1987), and Gerbing and Anderson (1988). The data splitting process 
has been carried out in a number of research activities such as is described by Sethi and 
King (1991) and as recommended by Gerbing and Anderson (1988).   
The e-loyalty model is addressed first, followed by the e-service quality, e-security, 
perceived e-value, e-satisfaction, e-trust, and e-commitment models. All construct 
models were assessed using first order confirmatory factor analysis (CFA) except for e-
service quality which was assessed as a second order construct.  
1.1. E-loyalty 
Initially the e-loyalty construct model was developed from six observed variables that 
were drawn from the literature as discussed in Chapter 2. These were: I consider this 
online store to be my first choice when buying products/services that I need (EL_2); I 
encourage my friends and relatives to do business with this online store (EL_3); I 
believe this online store to be my favourite online store when buying the same kind of 
products (EL_5); I consider this online store to be my first choice for future transactions 
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(EL_6); In the coming months, I will do more business with this online store (EL_7); 
and I intend to continue purchasing from this online store (EL_8).  
Figure 1 Initial e-Loyalty Construct Model 
 
 
Source: data analysis for this thesis 
The construct model was initially examined using half of a dataset that had been split 
into odd and even numbered cases.  The results from the testing of this model produced 
standardized regression weights that were all significantly different from zero and above 
the 0.50 threshold level for acceptability as shown in Table 1 and Figure 1. (Hair, et al., 
2006).  
Table 1 Initial e-loyalty standardized regression weights  
Observed 
variable 
Odd data set Even data set 
Indicator 
goodness 
EL_2 .561 .639 √ 
EL_3 .580 .581 √ 
EL_5 .658 .727 √ 
EL_6 .767 .807 √ 
EL_7 .744 .786 √ 
EL_8 .832 .823 √ 
 Source: data analysis for this thesis 
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However, the model failed to meet the minimum RMSEA requirement for a well fitting 
model.  
Table 2 Goodness-of-fit indices for initial e-loyalty construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 25.920  
Normed chi square χ2/DF 2.880 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .938 ≥ .90 
Adjusted Goodness of Fit Index AGFI .855 ≥ .90 
Tucker Lewis Index TLI .911 ≥ .95 
Comparative Fit Index CFI .946 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR .050 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .116 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices suggested that there should be a path linking EL_2 and EL_3, 
and that covariances between eel2 and eel3 as well as between eel7 and eel8 should be 
included.  
Table 3 Modification suggestions for the initial e-loyalty construct model 
Covariance: (Group number 1 – 
Default model) 
Regression weight: (Group number 1 – 
Default model) 
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eel7 <--> eel8 8.095 .039 EL_3 <--- EL_2 5.901 .112 
eel5 <--> eel7 4.312 -.034 EL_2 <--- EL_3 6.213 .135 
eel2 <--> eel8 4.957 -.037      
eel2 <--> eel7 4.261 -.041      
eel2 <--> eel3 9.991 .070      
Source: data analysis for this thesis 
 
Because of the problem identified by the modification indices, a further revision of the 
model was carried out using the odd data set, which led to the elimination of the EL_3 
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and EL_7 indicators from the construct model because they reflected the lowest  
standardised regression values and the development of a more parsimonious model. 
Testing of this model using the even data set produced a good model fit.  
Table 4 Goodness-of-fit indices for final e-loyalty construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 1.183  
Normed chi square χ2/DF .591 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .998 ≥ .90 
Adjusted Goodness of Fit Index AGFI .990 ≥ .90 
Tucker Lewis Index TLI 1.000 ≥ .95 
Comparative Fit Index CFI 1.000 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .009 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .000 ≤ .08 
Source: data analysis for this thesis 
 
The path model for the final parsimonious e-loyalty construct is shown in Figure 2 
together with its indicator loadings. 
Figure 2 Final e-Loyalty Construct Model 
 
 
Source: data analysis for this thesis 
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All standardized regression weights at between .61 and .82, were significantly different 
from zero and above  the recommended threshold level of .50 (Hair, et al., 2006). The 
model also fitted the data well. 
The final e-loyalty construct model consisted of the following four indicators:   
 I consider this online store to be my first choice when buying products/services 
that I need (EL_2).  
 I believe this online store to be my favourite online store when buying the same 
kind of products (EL_5).  
 I consider this online store to be my first choice for future transactions (EL_6).  
 I intend to continue purchasing from this online store (EL_8). 
1.2. E-service quality 
The construct model for e-service quality consisted of three first order latent variable 
(construct) indicators namely efficiency (esqual1), system availability (esqual2) and 
fulfilment (esqual3). The process of overall construct model development therefore 
necessitated the initial evaluation of each of these first order constructs 
1.2.1. Construct model of e-squal1 (efficiency) 
The construct model for e-squal1 consisted of five observed indicator variables with 
wording as follows: this online store site makes it easy to find what I need (ESQ_1), this 
online store site enables me to quickly complete a transaction (ESQ_2), information at 
this online store site is well organized (ESQ_3), this online store site loads its pages 
rapidly (ESQ_4), and this online store site enables me to access it quickly (ESQ_5).  
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Figure 3 Initial e-Squal1 (Efficiency) Construct Model 
 
 
Source: data analysis for this thesis 
 
The construct model was tested using the odd numbered dataset. The result of the 
testing of the initial e-squal1 construct model using this data set indicated that all 
standardized regression weights were significantly different from zero and above the 
recommended 0.50  threshold level (Hair, et al., 2006).  
Table 5 Initial e-esqual1 (efficiency) standardized regression weights  
Observed variable Odd data set 
Indicator 
goodness 
ESQ_1 .53 √ 
ESQ_2 .62 √ 
ESQ_3 .73 √ 
ESQ_4 .79 √ 
ESQ_5 .65 √ 
 Source: data analysis for this thesis 
 
Assessment of the goodness-of-fit indexes indicated that the construct model did not fit 
the data well as all indexes failed to meet the minimum requirements. 
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Table 6 Goodness-of-fit indices for initial e-squal1 (efficiency) construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 61.221  
Normed chi square χ2/DF 12.244 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .858 ≥ .90 
Adjusted Goodness of Fit Index AGFI .574 ≥ .90 
Tucker Lewis Index TLI .583 ≥ .95 
Comparative Fit Index CFI .769 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .095 ≤ .05 
Root Means Square Error Approximation RMSEA .284 ≤ .08 
Source: data analysis for this thesis 
 
Examination of the modification indices suggested that there was a problem in regard to 
ESQ_1.  
Table 7 Initial modification indices for the e-squal1 (efficiency) construct model  
Covariances  Regression weights  
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eesq4 <--> eesq5 7.830 .062 ESQ_5 <--- ESQ_3 4.460 -.129 
eesq3 <--> eesq5 11.589 -.073 ESQ_4 <--- ESQ_5 4.194 .157 
eesq3 <--> eesq4 5.741 .055 ESQ_4 <--- ESQ_2 5.496 -.173 
eesq2 <--> eesq4 9.640 -.072 ESQ_4 <--- ESQ_1 9.899 -.216 
eesq1 <--> eesq4 14.292 -.102 ESQ_3 <--- ESQ_5 6.068 -.182 
eesq1 <--> eesq2 28.391 .138 ESQ_2 <--- ESQ_1 19.252 .287 
     ESQ_1 <--- ESQ_2 15.498 .317 
Source: data analysis for this thesis 
 
Based on the modification indices, the model was revised by eliminating ESQ_1 Further 
testing using the even dataset revealed an acceptable level of fit with only the RMSEA 
value being slightly above an acceptable upper bound level of 0.1. 
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Table 8 Goodness-of-fit indices for e-squal1 (efficiency) construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 8.860  
Normed chi square χ2/DF 4.430 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .985 ≥ .90 
Adjusted Goodness of Fit Index AGFI .925 ≥ .90 
Tucker Lewis Index TLI .950 ≥ .95 
Comparative Fit Index CFI .982 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .027 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .111 ≤ .1 
Source: data analysis for this thesis 
 
The path diagram for the final model together with its indicator loadings is shown in 
Figure 4. 
Figure 4 Final e-Squal1 (Efficiency) Construct Model 
 
 
Source: data analysis for this thesis 
 
All standardized regression weights were significantly different from zero and at 
between .61 and .85 were above the recommended threshold level of .50 (Hair, et al., 
2006).  
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The final construct model for e-squal1 (efficiency) consisted of the following four 
indicators:   
 This online store site enables me to quickly complete a transaction (ESQ_2). 
 Information at this online store site is well organized (ESQ_3).  
 This online store site loads its pages rapidly (ESQ_4). 
 This online store site enables me to access it quickly (ESQ_5). 
1.2.2. Construct model for e-squal2 (system availability) 
The construct model for the e-squal2 (system availability) construct consisted of three 
observed variables with wording as follows: this online store site is always available for 
business (ESQ_6), this online store site does not crash (ESQ_7), and pages at this online 
store site do not freeze after I enter my order information (ESQ_8).  
Figure 5 e-Squal2 (System Availability) Construct Model 
 
 
Source: data analysis for this thesis 
 
The construct model was tested using the odd numbered data set.  The result of this test 
of the e-squal2 construct model indicated that all standardized regression weights were 
significantly different from zero and above the recommended 0.50 threshold level (Hair, 
et al., 2006).  
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Table 9 E-squal2 (system availability) standardized regression weights  
Observed 
variable 
Odd data set 
Indicator 
goodness 
ESQ_6 .66 √ 
ESQ_7 .74 √ 
ESQ_8 .90 √ 
Source: data analysis for this thesis 
 
Because there were only three indicator variables in this model, the model was just 
identified and its fit could not be assessed because its degrees of freedom were zero. 
However, the indicator variable loadings could be assessed and based on their indication 
of a good explanation of the amount of variance in the model, the model was deemed to 
be acceptable for use in the research. 
The construct model for e-squal2 (system availability) thus consisted of the following 
three items:  
 This online store site is always available for business (ESQ_6),  
 This online store site does not crash (ESQ_7), and  
 Pages at this online store site do not freeze after I enter my order information 
(ESQ_8).  
1.2.3. Construct model for e-service quality 3 (fulfilment) 
The fulfilment latent variable construct model consisted of six observed variables with 
question wording as follows: this online store delivers orders when promised (ESQ_9), 
this online store makes items available for delivery within a suitable time frame 
(ESQ_10), this online store sends out the items ordered (ESQ_11), this online store has 
in stock the items that the company claims to have (ESQ_12), this online store makes 
accurate promises about delivery of products (ESQ_13), and this online store provides 
an order tracking facility for me to use (ESQ_14).  
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Figure 6 Initial e-Squal3 (Fulfilment) Construct Model 
 
 
Source: data analysis for this thesis 
 
The construct model was tested using the odd numbered data set. The result of the 
initial e-squal3 construct model test indicated that all but one of the standardized 
regression weights were significant and above the recommended 0.50 threshold level 
(Hair, et al., 2006). One indicator (ESQ_12) had a standardized regression weight of 
0.50. 
Table 10 Initial e-esqual3 (fulfilment) standardized regression weights  
Observed variable Odd data set Indicator goodness 
ESQ_9 .80 √ 
ESQ_10 .83 √ 
ESQ_11 .84 √ 
ESQ_12 .50 χ 
ESQ_13 .77 √ 
ESQ_14 .58 √ 
Source: data analysis for this thesis 
Assessment of the goodness-of-fit indices indicated that the construct model had an 
AGFI of .88. This meant that the model failed to meet the AGFI cut-off level of ≥ .90.  
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Table 11 Goodness-of-fit indices for initial e-squal3 (fulfilment) construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 19.931  
Normed chi square χ2/DF 2.215 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .950 ≥ .90 
Adjusted Goodness of Fit Index AGFI .882 ≥ .90 
Tucker Lewis Index TLI .951 ≥ .95 
Comparative Fit Index CFI .971 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR .042 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .096 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices indicated a problem with ESQ_12 and ESQ_13 ascan be seen 
from Table 12.  
Table 12 Modification indices of initial e-squal3 (fulfilment) construct model 
Covariances  Regression weights  
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eesq13 <--> eesq14 7.843 .074 ESQ_13 <--- ESQ_14 5.719 .094 
eesq12 <--> eesq13 8.897 .063 ESQ_13 <--- ESQ_12 6.972 .135 
eesq10 <--> eesq12 4.135 -.034      
Source: data analysis for this thesis 
 
Based on the results from the modification indexes, the model was revised by 
eliminating ESQ_12 and ESQ_13 from the construct. Further testing using the even 
dataset showed that the revised construct model for e-squal1 fitted the data well. 
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Table 13 Goodness-of-fit indices for the e-squal3 (fulfilment) construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 13.567  
Normed chi square χ2/DF 2.713 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .981 ≥ .90 
Adjusted Goodness of Fit Index AGFI .942 ≥ .90 
Tucker Lewis Index TLI .976 ≥ .95 
Comparative Fit Index CFI .988 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .027 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .079 ≤ .08 
Source: data analysis for this thesis 
 
The path diagram for this model together with its indicator loadings is shown in Figure 
7. 
Figure 7 Final e-Squal3 (Fulfilment) Construct Model 
 
 
Source: data analysis for this thesis 
 
All of the indicator loadings were significantly different from zero and above the  
recommended  threshold level of .50 (Hair, et al., 2006).  
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The final construct model for e-squal3 consisted of the following five items:   
 This online store delivers orders when promised (ESQ_9).  
 This online store makes items available for delivery within a suitable time frame 
(ESQ_10). 
 This online store sends out the items ordered (ESQ_11). 
 This online store makes accurate promises about delivery of products (ESQ_13). 
  This online store provides an order tracking facility for me to use (ESQ_14). 
1.2.4. Second order e-service quality model 
The assessment of the second order model of e-service quality used the three first order 
latent variables namely esqual1 (efficiency), esqual2 (system availability) and esqual3 
(fulfilment) with a total of 12 observed variables.   
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Figure 8 Initial Second Order e-Service Quality 
 
 
Source: data analysis for this thesis 
 
Assessment of the fit of the second order e-service quality construct was then tested 
using the odd numbered data set. The result of the test indicated that all of the 
standardized regression weights were significant and above the threshold level of 0.50 
(Hair, et al., 2006), although the esqual1 standardized regression weight was slightly 
greater than 1.00, However it has been identified that such values can exceed 1.00 
(Jöreskog & Sorborn, 1989).  
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Table 14 Initial second order e-service quality standardized regression weights  
Observed 
variable 
Odd data set 
Indicator 
goodness 
Esqual1 1.01 χ 
Esqual2 .83 √ 
Esqual3 .78 √ 
 Source: data analysis for this thesis 
 
Assessment of the goodness-of-fit indexes using the odd numbered data set indicated 
that the second order construct model failed most of the goodness-of-fit indexes with 
the exception of the normed chi square.  
Table 15 Goodness-of-fit indices for initial second order e-service quality 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 141.784  
Normed chi square χ2/DF 2.78 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .847 ≥ .90 
Adjusted Goodness of Fit Index AGFI .766 ≥ .90 
Tucker Lewis Index TLI .872 ≥ .95 
Comparative Fit Index CFI .901 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR .069 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .116 ≤ .08 
Source: data analysis for this thesis 
 
Inspection of the modification indices indicated that there was a problem with ESQ_2 
and ESQ_11 
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Table 16 Modification indices of initial second order e-service 
Covariance: (Group number 1 – Default 
model) 
Regression weight: (Group number 1 – 
Default model) 
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eesq6 <--> eesl1 5.573 .031 ESQ_6 <--- ESQ_5 9.298 .233 
eesq9 <--> eesl1 4.030 -.021 ESQ_11 <--- ESQ_8 5.924 -.095 
eesq11 <--> eesl2 9.816 -.034 ESQ_11 <--- ESQ_7 4.776 -.074 
eesq11 <--> eesl1 5.691 .020 ESQ_2 <--- Equality3 6.028 .213 
eesq11 <--> eesq6 6.897 .039 ESQ_2 <--- ESQ_9 4.679 .144 
eesq11 <--> eesq8 11.878 -.047 ESQ_2 <--- ESQ_13 8.266 .166 
eesq11 <--> eesq7 4.451 -.038 ESQ_2 <--- ESQ_11 8.983 .227 
eesq2 <--> eesl3 21.109 .068 ESQ_5 <--- ESQ_6 7.986 .148 
eesq2 <--> eesq7 4.244 -.052 ESQ_5 <--- ESQ_3 4.098 -.121 
eesq2 <--> eesq11 4.662 .028 ESQ_4 <--- ESQ_9 5.477 -.153 
eesq5 <--> eesq6 15.321 .075 ESQ_4 <--- ESQ_11 4.111 -.150 
eesq5 <--> eesq11 7.755 .033 ESQ_6 <--- ESQ_5 9.298 .233 
eesq4 <--> eesl3 10.512 -.046      
eesq4 <--> eesq2 5.774 -.043      
eesq4 <--> eesq5 7.625 .044      
eesq3 <--> eesq6 6.758 -.053      
eesq3 <--> eesq2 4.608 .038      
eesq3 <--> eesq5 9.623 -.050      
Source: data analysis for this thesis 
 
Based on the modification indices the model was revised by eliminating ESQ_2 and 
ESQ_11. Testing of this model using the even numbered dataset showed that the model 
fitted the data well as shown in the table below. 
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Table 17 Goodness-of-fit indices for the second order e-service quality 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 68.517  
Normed chi square χ2/DF 2.210 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .950 ≥ .90 
Adjusted Goodness of Fit Index AGFI .912 ≥ .90 
Tucker Lewis Index TLI .959 ≥ .95 
Comparative Fit Index CFI .972 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .047 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .066 ≤ .08 
Source: data analysis for this thesis 
 
The path diagram for the second order e-service quality construct and its associated 
indicator loadings is shown in Figure 9. 
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Figure 9 Final Second Order e-Service Quality 
 
 
Source: data analysis for this thesis 
 
All of the standardized regression weights were significantly different from zero and 
were above the recommended threshold level of .50 (Hair, et al., 2006).  
The second order e-service quality latent variable consisted of three first order latent 
variables with 10 items. E-squal1 consisted of three items namely information at this 
online store site is well organized (ESQ_3), this online store site loads its pages rapidly 
(ESQ_4), and this online store site enables me to access it quickly (ESQ_5). E-squal2 
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consisted of three items namely: this online store site is always available for business 
(ESQ_6), this online store site does not crash (ESQ_7), and pages at this online store 
site do not freeze after I enter my order information (ESQ_8). E-squal3 consisted of 
four items namely: this online store delivers orders when promised (ESQ_9), this online 
store makes items available for delivery within a suitable time frame (ESQ_10), this 
online store makes accurate promises about delivery of products (ESQ_13), and this 
online store provides an order tracking facility for me to use (ESQ_14). 
1.3. E-security 
The initial e-security construct model consisted of the following indicator statements: I 
believe this online store has mechanisms to ensure the safe transmission of its users’ 
information (ESC_1), I believe this online store shows great concern for the security of 
any transactions (ESC_2), I believe this online store site has sufficient technical 
capacity to ensure that no other organisation will supplant its identity on the Internet 
(ESC_3), I am sure of the identity of this online store when I establish contact via the 
Internet (ESC_4), When I send data to this online store, I am sure that it will not be 
intercepted by unauthorised third parties (ESC_5), I believe that this online store has 
sufficient technical capacity to ensure that the data I send will not be intercepted by 
hackers (ESC_6), when I send data to this online store, I am sure that it cannot be 
modified by a third party (ESC_7).  
Examination of the e-security construct model using the odd numbered dataset showed 
that all observed variables had standardized regression weights of between 0.62 and 
0.95, and that all observed variables were above the recommended threshold level 0.50 
(Hair, et al., 2006).   
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Figure 10 Initial e-Security Construct Model 
 
 
Source: data analysis for this thesis 
 
The construct model was then tested using the odd numbered data set The result was 
that all standardized regression weights were found to be significantly different from 
zero and above the recommended  0.50  threshold level (Hair, et al., 2006).  
Table 18 Initial e-loyalty standardized regression weights  
Observed variable Odd data set Indicator goodness 
ESC_1 .62 √ 
ESC_2 .68 √ 
ESC_3 .81 √ 
ESC_4 .67 √ 
ESC_5 .92 √ 
ESC_6 .95 √ 
ESC_7 .94 √ 
Source: data analysis for this thesis 
 
However, the initial e-security construct model failed to meet the minimum 
requirements for a model that fitted well.  
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Table 19 Goodness-of-fit indices for initial e-security construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 145.472  
Normed chi square χ2/DF 10.391 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .723 ≥ .90 
Adjusted Goodness of Fit Index AGFI .446 ≥ .90 
Tucker Lewis Index TLI .786 ≥ .95 
Comparative Fit Index CFI .857 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR .112 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .266 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices indicated that there were problems with ESC_1, ESC_2, and 
ESC_3 
Table 20 Modification indices for the initial e-security construct model 
Covariances  Regression weights  
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eesc5 <--> eesc7 7.053 .017 ESC_7 <--- ESC_2 5.389 -.087 
eesc3 <--> eesc7 11.187 -.033 ESC_7 <--- ESC_1 4.468 -.077 
eesc3 <--> eesc4 4.645 .036 ESC_4 <--- ESC_2 17.974 .269 
eesc2 <--> eesc7 8.727 -.035 ESC_4 <--- ESC_1 16.573 .251 
eesc2 <--> eesc5 4.654 -.027 ESC_3 <--- ESC_2 8.452 .168 
eesc2 <--> eesc4 29.328 .108 ESC_3 <--- ESC_1 12.359 .198 
eesc2 <--> eesc3 13.782 .068 ESC_2 <--- ESC_4 15.756 .283 
eesc1 <--> eesc7 7.447 -.033 ESC_2 <--- ESC_3 4.605 .136 
eesc1 <--> eesc5 5.475 -.029 ESC_2 <--- ESC_1 29.502 .366 
eesc1 <--> eesc4 27.849 .107 ESC_1 <--- ESC_4 14.962 .279 
eesc1 <--> eesc3 20.753 .084 ESC_1 <--- ESC_3 6.936 .170 
eesc1 <--> eesc2 49.582 .156 ESC_1 <--- ESC_2 30.383 .386 
Source: data analysis for this thesis 
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The model was revised by eliminating ESC_1, ESC_2, and ESC_3. A test of this model 
using the even numbered data set indicated that the model fitted well.  
Table 21 Goodness-of-fit indices for the e-security construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 3.145  
Normed chi square χ2/DF 1.572 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .994 ≥ .90 
Adjusted Goodness of Fit Index AGFI .972 ≥ .90 
Tucker Lewis Index TLI .997 ≥ .95 
Comparative Fit Index CFI .999 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .008 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .045 ≤ .08 
Source: data analysis for this thesis 
 
The path diagram and associated indicator loadings for the e-security construct is shown 
in figure 11. 
Figure 11 Final e-Security Construct Model 
 
 
Source: data analysis for this thesis 
The final e-security construct consisted of the following four items:  
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 I am sure of the identity of this online store when I establish contact via the 
Internet (ESC_4).  
 When I send data to this online store, I am sure that it will not be intercepted by 
unauthorised third parties (ESC_5).  
 I believe that this online store has sufficient technical capacity to ensure that the 
data I send will not be intercepted by hackers (ESC_6). 
 When I send data to this online store, I am sure that it cannot be modified by a 
third party (ESC_7). 
1.4. Perceived e-value 
Initially perceived e-value was indicated by five observed variables namely Products 
purchased at this online store are good value for money (ESV_1), Products purchased at 
this online store are considered to be a good buy (ESV_2), I get what I pay for at this 
online store (ESV_3), For the price I pay for the products at this online store I would 
say the value provided by this online store is very good (ESV_4), and For the effort 
involved in shopping at this online store, I believe that shopping at this online store is 
very worthwhile (ESV_5). The path diagram for this model is shown in Figure 12. 
Figure 12 Initial Perceived e-Value Construct Model 
 
 
Source: data analysis for this thesis 
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The construct model was tested using the odd numbered data set. The result of the test 
of this initial e-security construct model indicated that all of the standardized regression 
weights were significantly different from zero and were above the recommended 0.50  
threshold value (Hair, et al., 2006).  
Table 22 Initial perceived e-value standardized regression weights  
Observed variable Odd data set Indicator goodness 
ESV_1 .80 √ 
ESV_2 .84 √ 
ESV_3 .79 √ 
ESV_4 .81 √ 
ESV_5 .78 √ 
 Source: data analysis for this thesis 
However, as can be seen in Table 23 the model did not fit the data well and hence it was 
further explored in order to develop a better fitting model 
Table 23 Goodness-of-fit indices for initial perceived e-value construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 54.016  
Normed chi square χ2/DF 10.803 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .855 ≥ .90 
Adjusted Goodness of Fit Index AGFI .566 ≥ .90 
Tucker Lewis Index TLI .774 ≥ .95 
Comparative Fit Index CFI .887 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR 058 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .271 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices identified a problem with ESV_5.as can be seen from Table 
24.    
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Table 24 Modification indices of initial perceived e-value construct model (Odd 
data set) 
Covariances Regression weights 
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eesv4 <--> eesv5 25.422 .052 ESV_5 <--- ESV_4 5.819 .104 
eesv3 <--> eesv5 6.810 -.027 ESV_4 <--- ESV_5 8.465 .098 
eesv2 <--> eesv4 8.391 -.024 ESV_2 <--- ESV_1 6.245 .087 
eesv1 <--> eesv5 5.857 -.028 ESV_1 <--- ESV_2 4.837 .095 
eesv1 <--> eesv4 9.684 -.031      
eesv1 <--> eesv2 18.595 .042      
Source: data analysis for this thesis 
 
Based on the issues identified by the modification indices, the model was revised by 
eliminating ESV_5 from the construct model. A test of this model using the even 
numbered dataset indicated that the e-security model fitted the data well. 
Table 25 Goodness-of-fit indices for perceived e-value construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 3.246  
Normed chi square χ2/DF 1.623 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .994 ≥ .90 
Adjusted Goodness of Fit Index AGFI .972 ≥ .90 
Tucker Lewis Index TLI .994 ≥ .95 
Comparative Fit Index CFI .998 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .012 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .047 ≤ .08 
Source: data analysis for this thesis 
 
A path diagram of the final perceived e-value construct and its indicator loadings is 
shown in Figure 13. 
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Figure 13 Final Perceived e-Value Construct Model 
  
 
Source: data analysis for this thesis 
 
All standardized regression weights were significantly different from zero and at  
between .73 and .87 were above  the recommended threshold value of .50 (Hair, et al., 
2006).  
The final perceived e-value construct had four indicators:  
 Products purchased at this online store are good value for money (ESV_1).  
 Products purchased at this online store are considered to be a good buy (ESV_2).  
 I get what I pay for at this online store (ESV_3). 
 For the price I pay for the products at this online store I would say the value 
provided by this online store is very good (ESV_4). 
1.5. E-satisfaction 
The initial construct model of e-satisfaction consisted of seven observed variables. 
These variables were: I am satisfied with this online store’s business processes (ES_1), 
The online store completely meets with my expectations (ES_2), The online store 
completely meets my needs (ES_3), All my experiences with this online store have been 
satisfactory (ES_4), My decision to purchase from this online store was a wise one 
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(ES_5), I am satisfied with the product quality provided by this online store (ES_6), and 
I am satisfied with the state of the goods when received from this online store (ES_8). 
Figure 14 Initial e-Satisfaction Construct Model 
  
 
Source: data analysis for this thesis 
 
The construct model was tested using the odd numbered data set  The resultant test of 
the initial e-security construct model indicated that all of the standardized regression 
weights were significant and above 0.50 as the recommended threshold level (Hair, et 
al., 2006).  
Table 26 Initial e-satisfaction standardized regression weights  
Observed variable Odd data set Indicator goodness 
ES_1 .68 √ 
ES_2 .74 √ 
ES_3 .70 √ 
ES_4 .83 √ 
ES_5 .80 √ 
ES_6 .80 √ 
ES_8 .71 √ 
 Source: data analysis for this thesis 
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However, as can be seen in Table 27, the construct model did not fit the data well and 
so a further examination was carried out to develop a revised model. 
Table 27 Goodness-of-fit indices for the initial e-satisfaction construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 28.174  
Normed chi square χ2/DF 2.012 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .977 ≥ .90 
Adjusted Goodness of Fit Index AGFI .888 ≥ .90 
Tucker Lewis Index TLI .950 ≥ .95 
Comparative Fit Index CFI .967 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .042 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .087 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices suggested that there were problems with ES_8, ES_6 and 
ES_5 
Table 28 Modification indices for the initial e-satisfaction construct model 
Covariances  Regression weights  
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
ees6 <--> ees8 25.520 .064 ES_8 <--- ES_6 11.321 .170 
ees5 <--> ees6 5.346 .028 ES_6 <--- ES_8 14.160 .159 
ees3 <--> ees8 4.835 -.032 ES_3 <--- ES_2 6.829 .116 
ees3 <--> ees6 7.264 -.034 ES_2 <--- ES_3 10.274 .129 
ees2 <--> ees8 7.035 -.035      
ees2 <--> ees6 5.762 -.027      
ees2 <--> ees5 5.188 -.029      
ees2 <--> ees3 22.607 .063      
Source: data analysis for this thesis 
 
Based on the modification indices, the model was revised by eliminating ES_8, ES_6 
and ES_5.  A test of this model using the even dataset produced a good fit. 
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Table 29 Goodness-of-fit indexes for e-satisfaction construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 4.344  
Normed chi square χ2/DF 2.172 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .993 ≥ .90 
Adjusted Goodness of Fit Index AGFI .963 ≥ .90 
Tucker Lewis Index TLI .985 ≥ .95 
Comparative Fit Index CFI .995 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .016 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .065 ≤ .08 
Source: data analysis for this thesis 
 
The path diagram for the final satisfaction model with the indicator loadings, is shown 
in Figure 15. 
Figure 15 Final e-Satisfaction Construct Model 
  
 
Source: data analysis for this thesis 
 
All of the standardized regression weights were significantly different from zero and at  
values of between .72 and .88 were above the recommended threshold level of .50 
(Hair, et al., 2006).  
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The e-satisfaction construct consisted of the following four items:  
 I am satisfied with this online store’s business processes (ES_1).  
 The online store completely meets with my expectations (ES_2). 
 The online store completely meets my needs (ES_3).  
 All my experiences with this online store have been satisfactory (ES_4). 
1.6. E-trust 
The construct model for e-trust initially consisted of five observed variables. The 
observed variable statements were: I completely trust this online store (ET_1), I believe 
promises made by this online store are likely to be reliable (ET_2), I am willing to give 
my credit card number to this online company (ET_3), I do not doubt the honesty of this 
online store (ET_4), and I believe there is a negligible risk that something may go 
wrong when using this online store site for purchases (ET_5). 
Figure 16 Initial e-Trust Construct Model 
  
 
Source: data analysis for this thesis 
 
The construct model was tested using the odd numbered data set. The result produced a 
model with all standardized regression weights being significantly different from zero 
and above the recommended threshold level of 0.50 (Hair, et al., 2006). 
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Table 30 Initial e-trust construct standardized regression weights  
Observed variable Odd data set Indicator goodness 
ET_1 .81 √ 
ET_2 .87 √ 
ET_3 .49 χ 
ET_4 .81 √ 
ET_5 .77 √ 
 Source: data analysis for this thesis 
 
As can be seen in Table 30, the model did not fit the data well and so a further 
inspection was carried out in order to develop a better fitting model.  
Table 31 Goodness-of-fit indices for initial e-trust construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 28.339  
Normed chi square χ2/DF 5.668 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .908 ≥ .90 
Adjusted Goodness of Fit Index AGFI .724 ≥ .90 
Tucker Lewis Index TLI .864 ≥ .95 
Comparative Fit Index CFI .932 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR .053 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .187 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices suggested that there was a problem with ET_1 and ET_3.   
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Table 32 Modification indices of initial e-trust construct model (even data set) 
Covariances Regression weights 
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eet2 <--> eet5 6.796 -.057 ET_1 <--- ET_3 4.331 -.078 
eet1 <--> eet3 6.124 -.082      
eet1 <--> eet2 11.142 .058      
Source: data analysis for this thesis 
 
In order to address this issue, ET_3 was eliminated from the construct model which was 
then tested using the even numbered dataset. The test indicated that there was a good fit 
of the data to the model as is shown in Table 33.  
Table 33 Goodness-of-fit indices for e-trust construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 4.108  
Normed chi square χ2/DF 2.054 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .996 ≥ .90 
Adjusted Goodness of Fit Index AGFI .963 ≥ .90 
Tucker Lewis Index TLI .990 ≥ .95 
Comparative Fit Index CFI .998 ≥ .95 
Standardized Root Means Square Residual SRMR 008 ≤ .05 
Root Means Square Error Approximation RMSEA .062 ≤ .08 
Source: data analysis for this research 
 
The path diagram for the final e-trust construct together with the indicator loadings, is 
shown in Figure 17. 
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Figure 17 Final e-Trust Construct Model 
  
 
Source: data analysis for this thesis 
 
All of the standardized regression weights were significantly different from zero and at 
between .74 and .84 were above the recommended threshold level of .50 (Hair, et al., 
2006).  
The final e-trust construct consisted of the following four items: 
 The statements of observed variables were: I completely trust this online store 
(ET_1).  
 I believe promises made by this online store are likely to be reliable (ET_2).  
 I do not doubt the honesty of this online store (ET_4).  
 I believe there is a negligible risk that something may go wrong when using this 
online store site for purchases (ET_5). 
1.7. E-commitment 
The construct model for e-commitment initially consisted of six observed variables. The 
observed variable statements were: I feel emotionally attached to this online store 
(EC_1), This online store has a great deal of personal meaning for me (EC_2), I feel a 
strong sense of identification with this online store (EC_3), It would be very hard for 
me to leave this online store right now, even I wanted to (EC_4), I feel that I have too 
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few options when considering changing this online store (EC_5), and I would be too 
costly to switch from this online store right now (EC_6). 
Confirmatory factor analysis of this initial construct model indicated that the  
standardized regression weights for the indicator variables  were all significantly 
different from zero and at between 0.67 and 0.93, were above the recommended cut-off 
level of 0.50 (Hair, et al., 2006).  
Figure 18 Initial e-Commitment Construct Model 
 
 
Source: data analysis for this thesis 
 
The construct model was then tested using the odd numbered data set.  Although the 
standardised regression coefficients were all significantly different from zero the model 
did not fit the data well as can be seen from Table 35. 
Table 34 Initial e-commitment standardized regression weights  
Observed variable Odd data set Indicator goodness 
EC_1 .86 √ 
EC_2 .92 √ 
EC_3 .91 √ 
EC_4 .81 √ 
EC_5 .68 √ 
EC_6 .65 √ 
Source: data analysis for this thesis 
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Table 35 Goodness-of-fit indexes for initial e-trust construct model 
Goodness-of-fit measure 
Odd  
data set 
Cut-off value 
Chi square χ2 55.696  
Normed chi square χ2/DF 6.188 1.0< χ2/DF<3.0 
Goodness of Fit Index  GFI .877 ≥ .90 
Adjusted Goodness of Fit Index AGFI .713 ≥ .90 
Tucker Lewis Index TLI .879 ≥ .95 
Comparative Fit Index CFI .927 ≥ .95 
Standardized Root Means 
Square Residual 
SRMR .064 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .194 ≤ .08 
Source: data analysis for this thesis 
 
The modification indices for the initial model suggested that the poor fit was associated 
with the measures EC_5 and EC_6 as can be seen in Table 36.    
Table 36 Modification indices of initial e- commitment construct model (odd data 
set) 
Covariance: (Group number 1 – 
Default model) 
Regression weight: (Group number 1 – 
Default model) 
   M.I. 
Par 
Change 
   M.I. 
Par 
Change 
eec5 <--> eec6 39.525 .227 EC_6 <--- EC_5 20.191 .272 
eec4 <--> eec6 8.339 .065 EC_5 <--- EC_6 17.796 .277 
eec4 <--> eec5 6.798 .063 EC_3 <--- EC_6 4.194 -.064 
eec3 <--> eec6 8.998 -.050 EC_2 <--- EC_5 4.664 -.083 
eec3 <--> eec5 5.825 -.044      
eec2 <--> eec5 9.068 -.069      
eec2 <--> eec3 4.765 .022      
eec1 <--> eec4 4.080 -.033      
Source: data analysis for this thesis 
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Based on the results from the modification indices the model was further developed by 
eliminating EC_5 and EC_6 from the construct model. A test of this model using the 
even numbered data set indicated that the construct model now fitted the data well. 
Table 37 Goodness-of-fit indices for e- commitment construct model 
Goodness-of-fit measure Model Cut-off value 
Chi square χ2 3.247  
Normed chi square χ2/DF 1.624 1.0< χ2/DF<3.0 
Goodness of Fit Index GFI .994 ≥ .90 
Adjusted Goodness of Fit Index AGFI .970 ≥ .90 
Tucker Lewis Index TLI .996 ≥ .95 
Comparative Fit Index CFI .999 ≥ .95 
Standardized Root Means Square 
Residual 
SRMR .009 ≤ .05 
Root Means Square Error 
Approximation 
RMSEA .047 ≤ .08 
Source: data analysis for this thesis 
 
The path diagram for the final e-commitment model is shown in Figure below. 
Figure 19 Final e-Commitment Construct Model 
  
 
Source: data analysis for this thesis 
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All standardized regression weights were significantly different from zero and at  
between .82 and .94 were above the recommended threshold level of .50 (Hair, et al., 
2006).  
The final, e-commitment construct consisted of the following four items:  
 I feel emotionally attached to this online store (EC_1).  
 This online store has a great deal of personal meaning for me (EC_2).  
 I feel a strong sense of identification with this online store (EC_3).  
 It would be very hard for me to leave this online store right now, even I wanted 
to (EC_4). 
1.8 Construct reliability and validity 
The face validity of the constructs arose from the literature coverage and the qualitative 
research that was used to generate the pool of items. This qualitative research used in-
depth interviews that were carried out prior to the main study and are outlined on pages 
34 and 163. Convergent validity was assessed by means of the confirmatory factor 
analyses of the construct models. Construct validity was confirmed from the convergent 
validity assessment,  by means of an evaluation of the variance extracted (VE) values 
for all of the constructs (see Table 38) and  the discriminant validity. Construct 
discriminant validity was tested by means of the comparison of the construct VE values 
and the squared correlations between pairs of constructs as suggested by Hair et al. 
(2006) and Fornell and Larcker (1981). The results of these discriminant validity tests 
are shown in Table 38. The final stage of validity testing namely nomological validity 
was tested by means of the evaluation of the structural model (see Chapter 7) 
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Table 38 Variance extracted values and discriminant validity test results 
Construct VE Construct r2 VE 
Test 
result 
e-loyal   .54 e-security .04 .77 √ 
 e-value .22 .65 √ 
e-satisfaction .36 .60 √ 
e-trust .12 .66 √ 
e-commitment .12 .77 √ 
e-service quality .23 .73 √ 
e-service quality   .73 e-security .19 .77 √ 
 e-value .41 .65 √ 
e-satisfaction .49 .60 √ 
e-trust .32 .66 √ 
e-commitment .15 .77 √ 
e-security   .77 e-value .24 .65 √ 
 e-satisfaction .10 .60 √ 
e-trust .58 .66 √ 
e-commitment .18 .77 √ 
e-value   .65 e-satisfaction .35 .60 √ 
 e-trust .40 .66 √ 
e-commitment .34 .77 √ 
e-satisfaction   .60 e-trust .22 .66 √ 
 e-commitment .10 .77 √ 
e-trust   .66 e-commitment .25 .77 √ 
Source: data analysis for this thesis 
Construct reliability was assessed by means of a calculation of the Cronbach α values 
for each construct as shown in Table 39. All constructs reflected reliability values in 
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excess of the 0.7 level suggested as a minimum for research by Nunnally and Bernstein 
(1994, p.265)  
Table 39 Construct reliability of the model constructs  
 e-secure e-quality e-value e-sat e-trust e-commit e-loyal 
 Const error const error const error const error const error const error const error 
ESC_5 0.93 0.14             
ESC_6 0.95 0.20             
ESC_7 0.96 0.08             
equal1   0.83 0.31           
equal2   0.77 0.41           
equal3   0.81 0.35           
ESV_1     0.81 0.35         
ESV_2     0.83 0.3         
ESV_3     0.82 0.32         
ESV_4     0.82 0.33         
ES_1       0.76 0.43       
ES_2       0.83 0.32       
ES_3       0.74 0.45       
ES_4       0.76 0.42       
ET_1         0.86 0.27     
ET_2         0.87 0.25     
ET_4         0.78 0.39     
EC_2           0.82 0.32   
EC_3           0.94 0.11   
EC_4           0.89 0.20   
EL_2             0.62 0.61 
EL_5             0.74 0.45 
EL_6             0.8 0.36 
EL_8             0.77 0.40 
Σ 
loadings 
2.84  2.41  3.28  3.09  2.51  2.65  2.93  
Σ error  0.42  1.07  1.3  1.62  0.91  0.63  1.82 
Construct 
reliability 0.98  0.84  0.86  0.78  0.88  0.95  0.72  
Threshold 
level 
0.70  0.70  0.70  0.70  0.70  0.70  0.70  
Source: data analysis for this research 
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Appendix 3 
STRUCTURAL EQUATION MODELLING 
The structural equation modelling (SEM) technique is widely used in many fields of 
study such as education, marketing, psychology, sociology, management and even 
genetics (Hair, et al., 2006). The advantage of using structural equation modelling 
(SEM) is that this method (1) provides a straightforward method of simultaneously 
dealing with multiple relationships while providing statistical efficiency and (2) is able 
to assess the relationships comprehensively so as to provide a transition from 
exploratory to confirmatory analysis (Hair, et al., 2006). 
In order to ensure the appropriate use of structural equation modelling so as to produce 
valid results, steps for using this method should be appropriately employed. Hair (2006) 
recommends a seven step process when using structural equation modelling (SEM), 
namely (1) developing a theoretically based model, (2) constructing a path diagram of 
causal relationships, (3) converting the path diagram into a set of structural and 
measurement equations, (4) choosing the input matrix type and estimating the proposed 
model, (5) assessing the identification of the model, (6) evaluating the results for 
goodness-of-fit, (7) making any indicated modifications to the model if theoretically 
justified. 
III. 1 Step one: Developing a theoretically based model    
The theoretically based model for the study has been identified previously in chapter 3 
Figure 3.3. The model was developed based from theoretical foundations that supported 
a proposed causal relationship  (Hair, et al., 2006). The theoretical model for this study 
was developed from the literature review in Chapter 2, Chapter, 3 and Chapter 4. In the 
model, there was one exogenous latent variable namely e-security and six endogenous 
latent variables namely e-service quality, perceived e-value, e-satisfaction, e-trust, e-
commitment and e-loyalty. 
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III. 2 Step two: Constructing a path diagram of causal relationships 
A path diagram is a method that is used to portray causal relationships (Hair, et al., 
2006). In this step, the theoretically based model for this study was conceptualized in 
the form of a path model. The process of translating the conceptual model for this study 
into a path diagram was carried out using the statistical analysis program called AMOS 
19. The causal relationship as described in step one was drawn as a path diagram as 
shown in the following figure.  
Figure 1 Path Diagram of Proposed Construct Relationships 
 
 
Source: developed for this thesis 
 
III. 3 Step three: Converting the path diagram into a set of structural 
equations and measurement equations 
This step was carried out by using the AMOS program and its graphical interface to 
draw the path model. The program then derived the structural equations from the path 
model diagram.  
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The theoretical latent variables or constructs were unobservable (Chou & Bentler, 
1995), meanwhile observed variables or indicators were presumed to measure a latent 
variable (Kline, 1998). The research specified the model in more formal terms through a 
series of equations that defined the structural equations linking the constructs and the 
measurement models which specified which variables measured which constructs (Hair, 
et al., 2006). 
III. 4 Step four: Choosing the input matrix type and estimating the proposed 
model 
When using Amos (Analysis of Moment Structures), Hair, et al., (2006) recommend 
that researchers use covariance matrices, they also suggest that covariance matrices 
should be employed whenever a test of theory is being performed, as the covariances 
satisfy the assumptions of the methodology and are the appropriate form of the data for 
validating causal relationships. For this research, the program derived the covariance 
matrix from the raw data, which was provided in the form of an SPSS data file. 
A maximum likelihood (ML) estimation was used in evaluating the e-loyalty model 
This method of estimation has been the most commonly used approach in structural 
equation modelling (SEM) (Chou & Bentler, 1995). ML estimates have been found to 
be quite robust to violations of normality, and often provide good estimates even when 
the data are not normally distributed (Chou & Bentler, 1995). Evaluation of the 
normality of the measures used in this research did indicate a minor level of non-
normality in the case of some of the variables. However, the level of non-normality was 
within the acceptable limits for the use of maximum likelihood analysis. In order to 
check whether this was correct, the model was also evaluated using the robust statistics 
as provided by the EQS program (Bentler, 1995) and which allow for non-normality. 
This method of evaluation did not produce any differences in the test statistics for the 
model.  
III. 5 Step five: Assessing the identification of the model constructs 
In simple terms, an identification problem is the inability of the proposed model to 
generate unique estimates (Hair, et al., 2006). As structural models become more 
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complex, there is no guaranteed approach for ensuring that the model is identified 
(Bollen & Joreskog, 1985). Based on Hair et al. (2006) testing for an identification 
problem can be performed as follows, firstly the model should be re-estimated several 
times, each time with different starting values. If the results do not converge at the same 
point each time, the identification should be examined more thoroughly. The second test 
in assessing possible identification effects on a single coefficient is firstly to estimate 
the model and to obtain the coefficient estimate. Then the coefficient should be fixed at 
its estimated value and the equation should be re-estimated. If the overall fit of the 
model varies markedly, identification problems are indicated.  
This research adopted a two-stage approach as mostly used in other research when using 
SEM (Byrne, 2010). In the two-stage approach, the construct measurement models were 
initially evaluated before the next stage was considered.  
III. 6 Step six: Evaluating the goodness-of-fit results 
To evaluate the fit of the model, goodness-of-fit indexes were used. In Structural 
Equation Modelling (SEM) there is no single statistical test for measuring or testing the 
hypothesis of a correctly fitting model (Hair, et al., 2006; Tabachnick & Fidell, 1996). 
Basically, there are two classifications of fit indexes, namely “absolute fit indexes” and 
“incremental fit indexes” (Hu & Bentler, 1995). 
Absolute fit indexes directly assess how well an a priori model reproduces the sample 
data (Hu & Bentler, 1995). Measures used in tests of this nature are the Chi-square (2),  
Normed Chi-square (2/df), Goodness-of-Fit Index (GFI) and Adjusted Goodness-of-Fit 
Index (AGFI), Standardised Root Mean-square Residual (RMR), and Root Mean-
Square Error Approximation (RMSEA).  
Incremental fit indexes or comparative fit indexes, measure the proportionate 
improvement in fit by comparing a target model with a more restricted, nested baseline 
model (Hu & Bentler, 1995). Incremental fit indexes can be categorized into three types 
of indexes namely “type-1”,” type-2” and “type-3”.     
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A type-1 incremental index assesses the adequacy of a target model in relation to a 
baseline model.  Bentler and Bonett’s normed fit index (NFI) is the classic example (Hu 
& Bentler, 1995). A type-2 incremental index was first developed by Tucker and Lewis, 
the purpose of the Tucker-Lewis Index (TLI) was originally to quantify the degree to 
which a particular exploratory factor model was an improvement over a zero factor 
model when assessed by maximum likelihood (Hu & Bentler, 1995). TLI is another 
relative comparison of the proposed model to the null hypothesis. It is also referred to as 
the non-normed fit index (NNFI) because it is not affected by model complexity and it 
expresses fit per degree of freedom (Kline, 1998). A type-3 incremental fit index was 
originally termed Bentler’s Fit Index (BFI). But there was a problem with this index in 
that it can lie outside a 0-1 range. Bentler proposed a modification of BFI to avoid this 
problem and the resulting fit index was called the Comparative Fit Index (CFI) (Hu & 
Bentler, 1995). 
This study used eight fit indexes in its tests of the measurement and structural models. 
The fit indexes and their recommended threshold values that were used in this study are 
as follows. 
1. Chi-square statistic (2) 
Chi-square statistic (2) is the most fundamental measure of overall fit in structural 
equation modelling (Hair, et al., 2006). The important criticism is that 2 is too sensitive 
to sample size differences, the measure has a great tendency to indicate a significant 
difference for equivalent models when that sample size exceeds 200 (Hair, et al., 2006; 
Tabachnick & Fidell, 1996). The statistically significant levels of 2 indicate the 
probability that these differences are solely due to sampling variations (Hair, et al., 
2006). The non significant differences which are indicated by low 2 values and 
significance levels greater than .05 or .01 mean that the actual and predicted input 
matrices are not significantly different (Hair, et al., 2006).  
2.  Normed Chi-square (2/df) 
The use of the Normed Chi-square (2/df) is to reduce the 2 sensitivity to sample size, 
which is commonly reported by researchers as a measure of fit (Kline, 1998). This 
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index is produced by dividing 2 by its degrees of freedom, which results in a lower 
value. Values less than 3.0 are frequently suggested as indicating an acceptable fit 
between model and data (Arbuckle & Wothke, 1999; Kline, 1998).       
3. Goodness of Fit Index (GFI) 
The goodness of fit index (GFI) is a non-statistical measure that is analogous to a 
squared multiple correlation in that it indicates the proportion of the observed 
covariances explained by the model-implied covariances (Hair, et al., 2006; Kline, 
1998). Values of GFI theoretically range from zero (poor fit) to 1.00 (perfect fit) 
(Arbuckle & Wothke, 1999; Hair, et al., 2006; Kline, 1998). Higher values indicate 
better fit, but no absolute threshold levels for acceptability have been established (Hair, 
et al., 2006).   
4. Adjusted Goodness of Fit Index (AGFI) 
The Adjusted Goodness of Fit Index (AGFI) (Jöreskog & Sorborn, 1989) is an 
extension of the GFI, adjusted by the ratio of degrees of freedom for the proposed 
model to the degrees of freedom of the null models (Hair, et al., 2006). Hair (2006) have 
recommended that the acceptance level should be  a value greater or equal to .90. 
Values of .95 or greater are regarded as confirming a good overall model fit, and values 
between .90 and .95 represent an adequate fit (Hulland, 1996).  
5. Root Mean square Residual (RMR) and Standardised Root Mean  square 
Residual (SRMR) 
The  Root Mean-square Residual or RMR (Jöreskog & Sorborn, 1989) is a fairly widely 
used index, which is a summary of the average covariance residuals (Kline, 1998). 
Covariance residuals are the differences between the observed and model-implied 
covariances (Kline, 1998). As the average discrepancy between the observed and 
predicted covariances increases, so does the value of the RMR (Kline, 1998). When the 
fit of a model is perfect, the RMR equals zero (Kline, 1998), and a recommended value 
of RMR is less than .08 or at least less than .1 (Hu & Bentler, 1995; Kline, 1998). 
However because the RMR does not necessarily have any absolute correct value that 
can be used in assessments; the standardised version or SRMR has been recommended 
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for use. The ideal maximum value for the SRMR is 0.05 and in “…an extensive 
simulation study the SRMR was found by Hu and Bentler (1995 unpublished) to 
discriminate between fitting and misspecified models substantially better than any other 
fit index” (Bentler, 1995, p.272.) 
6. Root Mean Square Error of Approximation (RMSEA) 
The Root Mean Square Error of Approximation (RMSEA) is another measure that 
attempts to correct for the tendency of the Chi-square statistic to reject any specified 
model with a sufficiently large sample (Hair, et al., 2006). The value represents the 
goodness-of-fit that could be expected if the model were estimated in the population, 
not just in a sample (Hair, et al., 2006). Values less than .05 indicate good fit and values 
between .05 and .08 represent reasonably acceptable errors of approximation in the 
population (Brawne & Cudeck, 1993)   
7. Tucker-Lewis Index (TLI) 
The original purpose of this index was to quantify the degree to which a particular 
exploratory factor model is an improvement over a zero factor model when assessed by 
maximum likelihood (Hu & Bentler, 1995). The superiority of TLI is that this index is 
unaffected by model complexity and it expresses fit per degree of freedom (Kline, 
1998). Values between .80 and .90 indicate acceptable fit and the recommended value is 
.90 or greater (Kline, 1998). Hu and Bentler (1995) stated that values close to .95 and 
greater indicated models that fitted well. 
8. Comparative Fit Index (CFI)        
The comparative fit index is based on the non-centrality parameter of the Chi-square 
goodness-of-fit test statistic (Tanaka, 1993). CFI estimates the comparative difference in 
non-centrality between the estimated model and a null or independence model (Hair, et 
al., 2006). The values of CFI range between 0 and 1 and values close to .95 are 
considered representative of a well fitting model (Byrne, 2010). 
Despite the availability of various measures of model fit, difficulties often appear in 
determining the adequacy of the fit of a structural equation model because different 
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aspects of the results point to conflicting conclusions about the extent to which the 
model actually matches the observed data (Hu & Bentler, 1995). As discussed in this 
section, this research therefore employed eight goodness-of-fit indexes. The indexes and 
recommended thresholds for each index are shown in Table 1. 
Table 1 Summary of goodness-of-fit indexes used in the research 
Index Name Abbreviation Type Cut-off value 
Chi-square χ2 Model Fit P > 0.05 (at α equals to 
0.05 level) 
Normed Chi-square χ2/df Absolute Fit 
and Model 
Parsimony 
1.0 < χ2/df < 3.0 
Goodness of Fit Index GFI Absolute Fit Values > 0.90 indicate 
satisfactory fit 
Adjusted Goodness of 
Fit Index 
AGFI Absolute Fit Values ≥ 0.90 indicate 
acceptable fit 
Standardised Root 
Mean-square Residual 
SRMR Absolute Fit Values < 0.8 indicate good 
fit 
Root Mean Square Error 
Approximation 
RMSEA Absolute Fit Value < 0.05 indicate good 
fit  
Values 0.05 < RMR < 0.08 
represent reasonable errors 
of approximation in the 
population 
Tucker Lewis Index TLI Incremental Fit Values ≥ 0.95 
representative of a well 
fitting model 
Comparative Fit Index CFI Incremental Fit Values ≥ 0.95 
representative of a well 
fitting model 
Source: developed from Hair et al. (2006), Hu and Bentler (1995), Kline (Kline, 1998), 
Byrne (2010) 
 
III.7 Step seven: Making the indicated modifications to the model if 
theoretically justified 
The proposed research sometimes does not fit the data, which means that the model 
could be misspecified (Byrne, 2010). The common sources of a misspecification 
problem are the incorrect inclusion or exclusion of a parameter, and the lack of 
covariation of measurement errors (Bollen, 1989).    
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Once the model is deemed acceptable, the next step that should be done is to examine 
possible theoretically acceptable model modifications that can improve the goodness-of-
fit (Hair, et al., 2006). Indicators that can be used to assess the model improvements 
come from examination of the residuals of the predicted covariance or correlation 
matrix. Hair et al. (Hair, et al., 2006) identified that residual values greater than ± 2.58 
could be  considered to be statistically significant at a .05 level.  
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Appendix 4 
 
RESPONDENTS’ CHARACTERISTICS 
1. Indonesian respondent characteristics 
The Indonesian sample was comprised of 387 respondents. There were 288 male 
respondents and 99 female respondents who accounted for 74.4% and 25.6% of the 
sample respectively. It can thus be seen that gender of the respondents was dominated 
by males who made up almost three-quarters of the total number of respondents. 
Table 1 Indonesian respondent’s gender proportions 
Gender   
 
Response % 
Male    
 
288 74.4% 
Female   
 
99 25.6% 
Total 387 100.0% 
Source: data analysis for this thesis 
 
Most respondents were in the age range of between 20 and 39 years and this category 
was comprised of 309 respondents or 80%. It was dominated by people in the age group 
of 30-39 years of age (43%) followed by the respondents in the age group of 20-29 
years (34%). The minority of the respondents were people in the age group of 50-59 
years and 60 years or above (1% each).  
Because the research examined the behaviour of people who utilised the Internet for 
their purchasing, it was to be expected that the sample would reflect a larger proportion 
of younger people than would be encountered in the age distribution of the general 
population. Based on age group, Indonesia can be classified as country with a youthful 
population, with about 38% of the population being below 20 years of age, 33.7% 
between 20 and 39 years of age, 12.5% between 40 and 49 years of age, 8% between 50 
and 59 years of age, and 7.3% of people of 60 years of age or more (BPS, 2006). The 
age of the respondents roughly paralleled this distribution with the major exception 
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being in the less than 20 years of age category where use of the internet was to be 
expected to be low, 
Table 2 Indonesian respondent’s age distribution 
Age   
 
Response % 
Less than 20 years old   
 
6 1.6% 
20 - 29 years old   
 
142 36.7% 
30 - 39 years old   
 
167 43.2% 
40 - 49 years old   
 
64 16.5% 
50 - 59 years old   
 
4 1.0% 
60 years old or more   
 
4 1.0% 
Total 387 100.0% 
Source: data analysis for the study 
 
The respondents represented a more highly educated segment of the population with the 
majority of the respondents having obtained a higher level of education. This orientation 
of the sample towards more highly educated people was again to be expected since 
these would be the people who would be more likely to use computers and to use the 
Internet. More than 50% of the respondents had obtained a bachelors degree, and 95 or 
25% of the respondents held a masters’ degree. In total, the respondents with the higher 
levels of education made up 81% of the sample. Those respondents with a high school 
education level only accounted for 9% of the sample.  
Table 3 Indonesian respondent’s highest levels of education 
Education   
 
Response % 
High School   
 
35 9.1% 
Diploma    
 
41 10.6% 
Bachelor degree   
 
205 53.0% 
Masters degree   
 
95 24.5% 
Doctor degree   
 
7 1.8% 
Specialist   
 
4 1.0% 
Total 387 100.0% 
Source: data analysis for this thesis 
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Based on the age distribution and education level of the Indonesian respondents, the 
internet purchasers in Indonesia were mainly dominated by a young and middle aged 
group that held a relatively high level of education. Respondents in the age group of 
between 20 and 29 that held bachelors and masters degrees accounted for 24.5% and 
2.3% of 387 respondents respectively. Furthermore, respondents in the age group of 
between 30 and 39 that held bachelors and masters degrees accounted for 20.7% and 
15.2% of the 387 respondents respectively. The respondents in the group of between 20 
and 39 years of age with a high education level (bachelor’s and master’s degree) were 
about 62.8% of the respondents.  
Table 4 Age distribution and education level of the Indonesian respondents 
Group of 
age 
Education level 
Total High 
School 
Diploma Bachelor Masters Doctor Specialist 
< 20  6 0 0 0 0 0 6 
20 – 29 23 12 95 9 0 3 142 
30 - 39  5 22 80 59 0 1 167 
40 - 49  1 6 26 27 4 0 64 
50 - 59  0 0 2 0 2 0 4 
> 60  0 1 2 0 1 0 4 
Total 35 41 205 95 7 4 387 
Source: data analysis for this thesis 
 
Another respondent characteristic was the geographical location of the respondents. The 
respondents in the Indonesian part of the study were dominated by people from Java 
where access to and use of computers and the internet could be expected to be more 
prevalent. There were 315 of these respondents or 81.6% of the sample. The remaining 
28.4% of the respondents came from Sumatra, Bali, Kalimantan, Sulawesi, Nusa 
Tenggara and Papua. Overall, the sample was obtained from 22 of the 33 provinces in 
Indonesia.  
It is not surprising that Jakarta was the origin of 37.6% of the research respondents 
since the capital of Indonesia; Jakarta with 9.5 million populations (BPS, 2010) is the 
centre of business, education, culture, as well as governmental activities. This city has a 
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better infrastructure than other cities and provinces in Indonesia, and as a result Jakarta 
has more Internet users.        
  Table 5 Geographical distribution of the Indonesian respondents 
 Province   
 
Response % 
Aceh   
 
1 0.3% 
North Sumatera    
 
9 2.3% 
West Sumatera   
 
1 0.3% 
Riau   
 
8 2.1% 
Jambi  
 
1 0.3% 
South Sumatera   
 
2 0.5% 
Lampung  
 
1 0.3% 
Bangka Belitung  
 
1 0.3% 
DKI Jakarta   
 
145 37.6% 
West Java    
 
86 22.3% 
Central Java    
 
9 2.3% 
DI Yogyakarta   
 
19 4.9% 
Jawa Timur   
 
30 7.8% 
Banten   
 
26 6.7% 
Bali  
 
2 0.5% 
West Nusa 
Tenggara  
 
 
2 0.5% 
South Kalimantan   
 
1 0.3% 
East Kalimantan    
 
6 1.6% 
North Sulawesi   
 
1 0.3% 
Central Sulawesi   
 
27 7.0% 
South Sulawesi    
 
8 2.1% 
Papua  
 
1 0.3% 
Total 387 100.0% 
Source: data analysis for this thesis 
  
The last Indonesian sample respondent characteristic was the respondents’ occupations. 
Most respondents or 55.7% (215) respondents worked in the private sector. However, 
69 respondents (17.9%) ran their own companies as entrepreneurs. The respondents 
who worked in the public services or government institutions accounted for 16.6% of 
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the sample. The remainder of the respondents were still doing their studies as university 
and school students and respectively accounted for 8.5% and 1.6% of the sample. 
Table 6 Indonesian respondents’ occupations 
Occupation   
 
Response % 
Civil servant   
 
64 16.6% 
Worker   
 
215 55.7% 
Entrepreneur   
 
69 17.9% 
University Student   
 
33 8.5% 
Student   
 
6 1.6% 
Total 387 100.0% 
Source: data analysis for this thesis 
 
2. Australian respondent characteristics 
The Australian sample consisted of 222 respondents. Unlike the Indonesian respondent 
sample that was dominated by males (almost 75%), the Australian respondents 
exhibited a gender balance. There were 113 male respondents or 50.9% and 109 female 
respondents or 49.1%. The differences in the proportions of males and females in the 
two samples could be attributed to societal differences between the two countries with a 
greater proportion of the Australian population being involved in higher levels of 
learning and in the utilisation of computers and computer technology. In this regard it 
should be noted that with a 72% internet connection level and 78% home computer 
ownership level, Australia has one of the highest levels of internet connection and 
ownership of home computers in the world (ABS, 2010)   
Table 7 Australian respondents’ genders 
Gender   
 
Response % 
Male   
 
113 50.9% 
Female   
 
109 49.1% 
Total 222 100.0% 
Source: data analysis for this thesis 
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While the Indonesian sample was dominated by respondents of between 20 and 39 years 
of age, this category only accounted for 45% in the Australian sample. The age spread 
of the Australian respondents reflected a more even distribution across the different age 
categories with there being higher proportions of the 40-49, 50-59 and 60 years and 
older respondents and a lower proportion of younger respondents than was the case with 
the Indonesian sample. This difference in the age distributions of the respondents from 
the two samples was also to be expected since the population of Australia has a far 
higher proportion of older persons than is the case in Indonesia where there is a high 
proportion of younger people. 
Table 8 Australian respondents’ age distributions 
Age group   
 
Response % 
Less than 20 years old   
 
14 6.3% 
20 - 29 years old   
 
60 27.0% 
30 - 39 years old   
 
40 18.0% 
40 - 49 years old   
 
30 13.5% 
50 - 59 years old   
 
41 18.5% 
60 years old or more   
 
37 16.7% 
Total 222 100.0% 
Source: data analysis for this thesis 
 
The largest group of Australian respondents were fulltime workers, namely 26.6%, and 
the second largest group were retired people at 16.7%. Meanwhile 13.1% of the 
respondents were engaged in part time/casual work, and only 4.5% of respondents listed 
themselves as being unemployed. This was to be expected since the current overall 
unemployment level in Australia is 5.3 %, although this varies to some degree from 
state to state (ABS, 2011). 
Australian respondents that listed themselves as students accounted for 14.9%. This 
percentage was higher than for the Indonesian respondents with a total of 10.1% (8.5% 
university students and 1.6% high school students).    
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Table 9 Australian respondents’ occupations 
Occupation   
 
Response % 
Student   
 
33 14.9% 
Full time worker   
 
59 26.6% 
Part time/Casual worker   
 
29 13.1% 
Unemployed   
 
10 4.5% 
Retired   
 
37 16.7% 
Self employed   
 
22 9.9% 
Home duties   
 
32 14.4% 
Total 222 100.0% 
Source: data analysis for this thesis 
 
The Australian respondents were predominantly drawn from the states with the largest 
proportion of the Australian population, with 32.4% of the respondents from New South 
Wales, and 26.6% from Victoria. However, respondents were drawn from all of the 
states in the Australian Commonwealth with respondents also being drawn from 
Queensland (19.4%), South Australia (9.0%), West Australia (8.6%), and Tasmania 
(4.1%). There were no respondents from the Australian territorial areas of Northern 
Territory and the Australian Capital Territory.  
Table 10 Respondents’ states of origin 
State   
 
Response % 
NSW   
 
72 32.4% 
QLD   
 
43 19.4% 
VIC   
 
59 26.6% 
SA   
 
20 9.0% 
TAS   
 
9 4.1% 
WA   
 
19 8.6% 
Total 222 100.0% 
Source: data analysis for this thesis 
 
Most Australian respondents were highly educated with 27.5% holding a bachelors’ 
degree, 6.9% having completed a graduate degree, 7.3% holding a master’s degree and 
1.4% a. doctoral degree. There were 25.7% of the respondents who had completed a 
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high school education and 15.6% of the respondents that had attended a university but 
had not gained a degree. This distribution was reflective of a general population with a 
high level of education and one that would in consequence be expected to possibly have 
a different orientation to internet use and online shopping than might be expected to 
occur in Indonesia. 
Table 11 Respondent’s highest obtained education 
Education level   
 
Response % 
Left high school before 
year 12 completed 
  
 
34 15.6% 
High school certificate   
 
56 25.7% 
Attempted some 
University without degree 
  
 
34 15.6% 
Undergraduate degree    
 
60 27.5% 
Graduate degree   
 
15 6.9% 
Postgraduate degree    
 
16 7.3% 
Doctoral degree    
 
3 1.4% 
Total 218 100.0% 
Source: data analysis for this thesis 
 
Unlike Indonesian respondents that were dominated by the educated young and middle 
aged groups of people, the education and age distributions of the Australian respondents 
were more scattered. Although respondents in the group of ages of between 20 and 29 
years with undergraduate level education, accounted for 12.4% of the total respondents, 
this cannot be considered to be a dominant group of respondents. In summary, 
Australian respondents were more evenly distributed across the spectrum of age and 
education level than were the Indonesian respondents.   
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Table 12 Age distribution and education level of Indonesian respondents 
Group 
of age 
Education level 
Total Left high 
school 
High 
school 
Uni 
without 
degree 
Under 
graduate 
Graduate 
degree 
Post 
graduate 
Doctoral 
degree 
< 20  0 8 4 2 0 0 0 14 
20 – 29 5 9 9 27 4 5 0 59 
30 - 39  8 4 8 11 4 3 1 39 
40 - 49  6 7 4 9 2 0 1 29 
50 - 59  8 15 6 2 3 5 1 40 
> 60  7 13 3 9 2 3 0 37 
Total 34 56 34 60 15 16 3 218 
Source: data analysis for this thesis 
 
 
